






































IISPLAYS GREAT MONTHLY DIGEST 


Amazingly 
FLEXIBLE 


This Complete 
Window - Lighting 
MULTILITE 
Se ce by Frink A continuous reflector using units built on the 


Silverlite principle, adaptable to lamps of 60 to 200 

irst ( [Oo ; , watts. Multilite reflectors come in units of two to 

py ten individual reflectors. They are wired and ready 

. y to install, eliminating costs of individual outlets. 

The unit construction gives far greater flexibility 

of light a a control and results in neater, 
. : oa: more - 
Silverlite, Multilite and Spot- tion. “‘Becied sys 


O-Flod can be used independ- circular No. 79-B. 
ently or in combination. Each Lan 

is designed to be adjusted so 

as to give differerft intensities 

of light and color. They are 

standard as to design, so are 

readily interchangeable. In- 

stallation is so simple that any 

electrician can install them. . SPOT-O-FLOD (Right) 


This amazingly flexible and A combination spot and flood light 


efficient window lighting serv- 
ice is in use in thousands of 
stores. Backed by 70 years of 
lighting experience, you will 
find it will meet every require- 
ment you may impose on it. 
Complete details for the asking. 


THE FRINK 
Co., Inc. 


235 Tenth Ave., New York 


Branches in Principal Cities 


permitting of instant adjustment, 
without the use of tools, to any 
angle. The beam is controlled from 
a spot of 24 inches to a flood of 
ten feet at a distance of ten feet. 
Color frame and screens come with 
each unit and permit of individual 
color spot or tlood of entire win- 
dow. Described in our circular 
No. 8&4. 


SILVERLITE (Left) 


An all metal reflector susceptible 
to adjustment for three different 
sized lamps. This adjustment is 
made instantly because of the col- 
lapsible neck. No special holders 
required. The reflectors fit the 
standard 3% inch holders used 
everywhere. Color screens can be 


attached without extra clamps, § 


hooks, etc. Described in our cir- 
cular No. 77. 




















A New Idea and a Distinctly New and Different 


Type of Display Mannequin 
“MANNEQUINS EN DEUX” 
Write for Attractive Illustrated Booklet 
J. R. PALMENBERG’S SONS, Inc. 
Forms, Fixtures and Wax Figures 
1412 Broadway at 39th Street, New York 


CHICAGO SAN FRANCISICO BOSTON 
204 W. Jackson Blvd. 11 First Street 26 Kingston Street 




















| 
| 


x 
= 
= 
by 
= 
= 
oy 
= 





MRSA SATO 





TTR SATO RS 








MED SATO RSA 





eS ee ee ee 


CS cae EE / an 


>“ + 


7 


CSA RASA TTR SSA R22 SADE RS LOTT RTS TRY SAT Re WSR SA TTT RST 


Piste 











PSR SAR SAT RSA SAT SAT SAT SSA TR SSA RASS TT a 











STIR NSAI SAUSALITO OTT SAT Ra SAT TTT) 





FIM 


Sc 


SAMMUT AAS HINT ANS 


ORAS 





=I 

N THIS ISSUE z 
Easter is the next outstand- Di 1s Pla > Fe 
ing merchandise event, and its Wo a te Z| 
approach is signalized in the j =| 
leading articles in the current “a ee ae =| 
ei ° itle Registere .S. Paten ce = 

as : w || 

DISPLAY WORLD. Pin The National Journal of Successful Selling by Mercantile Display | 
talize Easter’s Buying Urges Published on the Fifteenth of Each Month = 
dwells upon factors which By The Display Publishing Company = 
make the holiday profitable for 1209-11 Sycamore St., Cincinnati, Ohio. Branches: New York and Chicago | 
1 “Wind = th United States, $2.00 a year; Canada and Foreign, $2.50 a year; Single Copies, 25c each. =| 

the retailer. ps owing tne For Sale on News Stands Supplied by The American News Company and its Branches. 
Story of Easter, by C. -H; Entered as ee SP aren 1 tas at ber — at Cincinnati, Ohio, = 
Harvey Rhodes, relates how ey ee oe eee Copyright, 1 S| 
the religious background of . =| 
WINDOW ADVERTISIN eee =| 

the day may be made to serve SING MAKES THE PASSER BUY =| 
the merchant. S| 
Recent developments in New VOL. XII MARCH, 1928 No.3 EI 
York and Chicago windows are =| 
related in the colerful letters of = 
Coleman W..-McCampbell and J. cs] 
Duncan Williams. “A Complete C O N T E N T S =| 
Sales Plan Plus a Contest” unfolds Will Furniture Bow to Modernism . 3 = 
a progreaers garment re Capitalizing Easter’s Buying Urges. . 5 El 
turer's a Ay nage Ome Windowing the Story of Easter. By C.H. Harvey Rhodes 6 6 
se at a Laecrciae With the New York Displaymen. By Coleman W. McCampbell 8 EI 
reveals new means of strengthen- A Complete Sales Plan Plus a Contest... 10 =| 
ing shoe displays by introduction Chicago Monthly Display Review. By J. Duncan Williams ; 12 =| 
of themes aside from style. “Dis- Beauty Winner in Radio Window... 13 
play Ideas and Their Origin,” by Modernistic Spring Displays. By H. H. Tarresch poe 14 =| 
EugeneS. Cowgill, discloses this Detroit Clubmen at Merchants’ Meet. By Merrill F. Ling. <- | 
alert displayman’s means of ac- Convert Window Into Advertising. . 16 
quiring novel designs. Display Ideas and Their Origin. By Eugene Ss. Cowgill. a 18 
, In “A Plan to Clean Up Display Birthday Cake Heralds Anniversary. By Harry Burnstein 22 =| 
Service,” N. W. — offers A Plan to Clean Up Display Service. By N. W. Reynolds. ___. 24 
coe & sli Pe ped What About Your Next Hosiery Trim? By Edward E. O’Donnell 2 
com ste s, . : 3 = 
of ‘Gee tacek wilhl ideas eahesined Display Along the Pacific Coast. By Jack Hilton. ee 28 =| 
to this field in recent years. Animated Hosiery Trim Sets Record. = 29 Fal 
Edward E. O’Donnell and H. W. Three Fundamentals for Furniture. By Pryce Byrdsiey ae 30 @ 
Schrimsher contribute ideas on A Fleeting Glance at the Forbidden. By H. W. Schrimsher 32 =| 
hosiery display that will prove And Now It’s the I. A. D. M. Emblem. By Georges de Verry 34 =| 
profitable to all who trim stocking Contest Windows Swell Sales Volume. By Benjamin U. Baker 36 
windows. “Three Fundamentals Time for Final Drive on Felt Hats... Err rere , 38 = 
for Furniture,” by Pryce Pai hens Why I Produced Modern Mannequins. By V. N. Siegel... 40 
gore the bottom of furniture Technique for the Apparel Trimmer. By B. Berck........ ae Ne 4 6 
display and reveals methods em- ; < 
ployed by the author to win suc- Losing Trade to Big City Competition?..__. ee? 42 ‘al 
cess in his field. ; Boston Applauds Historical Windows. By George E. Prue ies eee 5 46 =| 
V. N. Siegel, the noted Parisian When a Wax Figure Came to Life. By William S. Norman......... 48 EH 
mannequin designer, contributes a A Contest to Better Radio Windows. B. H. F. Cook..... woe 50 | 
statement of the causes which im- Color and Light Gird Hardware Sales............... re 52 | 
pelled him to revolutionize the Premier Cleaners’ Contest Opens.................... Be oe See oo ae =| 
form of modern figures, and Geo. New Philadelphia Regime Takes Helm. By i de Verry ay 54 
M. Prue, decorator for the Jordan- bs —— Are and What They Say—P. A. Harrold...... tay = | 
Ce Ye ee ga a eas ria ies 3el os ay ge. SRN a ae ie Cid a eS ote e a Se ee a Mal 

— nop mexcente s yg se Display as It Affects the National Advertiser _. pee . 60 EF 
masse: ee When Goods Lack Intrinsic Appeal....................................60 & 
versary reproductions of scenes Ww. eB, Be ee ee eee... see eee. @ 
from American history. — A Way to Avoid Wrangling.................... re 
Window contests which made Trimming Lore Asset to Salesmen. By Arnett W. ‘Leslie. 62 
lasting impressions upon the sta- Unique View Revealed at Ad Meet. By John T. Mackey... 62 
tionedy and radio merchandisers Regard Window as a Huge Frame. By Roger — me. -.. 63 Ef 
are described in articles by Ben- News From the Display Service Field. eta eae .. 64 & 
jamin Baker and H. F. Cook. Thousands Stream to Store Opening. By E. H. Lisle... . 66 fa 
lati eee : Store Equipment Digest......_..... pesos 66 
eosin ee display A Surveying Auto Show Decorations. . : See Eas 8 EE 
cuit Me aa, eee a Last Minute Club News... .. ; 6 fF 
retail displaymen, card writing and The Oval as an Attraction Device. By Frank Dodson .... ee 
technique, convention decoration, Harmony Only Limitation on Color. By ~~ E. Darlin... . 
and display club news are pre- Display Club Chronicles. . oper oe 4 - 
sented in departmental digests. Doings Among Displaymen Everywhere. ae CGE ee Ste Na a By 3 
=| 

UUULLL TNL Ne! ES TES TE EST ESATA TEATS ZA RUA TTT line | 


PMMA SLRS 















INTITATTIT ASMA SAPS APS TAPS: I ADSM 2h 





















































bho 


DISPLAY. WORLD 





Marcel 
March, 1928 








ACE ahha aaa 
. 


+“ 


EARLE SLED AE 
ee 


*. e ues 
a 
as 
i si = 




















set by € 
strated, 
kitchen 
at the 4 
as gre: 
pleasur 
city of 
gaze th 
Already 
scrappe 
of dowe 
th attic 
But 
characte 
bd “4 “4 period 
l for Bridal ‘Display — 
ecta to men 
arativl 
: li 2-V Blossoms and Imported tiie: 
= > ots CONSIS White Gardenias, Lilies-of-the-V alley, Orange lo memori 
win a ee the — of white satin ribbons studded with Lilies-of-the-Valley. All ator 
sparagus Ferns, bleted 7% ‘ j soe a hs 
sight ioe is of the very best grade from our Paris Factories. oe a er 
| : 73 i ding shower; each..... , it symb 
i et-- 8 in. spread, 27: in. long, inclu ing ; t symb 
= : ei anas in. socal 33 in. long, including peas 80 veces on ne ale 
+ a . : i ower; each..... . May 
No. 3. Bridal Bouquet—-15 in. spread, 42 in. sess re aise Sac ccaee $ 4.50 bess te 
No. 4. Bridesmaid’s Bouquet—With Yellow Roses; each.............. $ 450 ie 
No. 5. Bridesmaid’s Bouquet—With Pink Roses; each....................... pyr the disc 
No. 6. Bridesmaid’s Bouquet—With Sweet ctor pas vd Ee ee ee sce rt 
oy : i MR id | ae ae 

No. 7. Flower Girls’ Baskets filled with assorted flowers; e yh 
’ ™* C and Ma 
bell Says 
he Botanical Decorating Co. ct 
LISHED 1896) intive a 
Saar CHICAGO, ILLINOIS and the 

319 TO 327 WEST VAN BUREN STREET 















March, 1928 


DISPLAY 


WORLD 3 





isPplay Worla 





CARL W. AHLROTH, 
The May Company, 
Los Angeles, Calif. 


E. PAUL BEHLES, 
Department Store Architect, 
New York City. 


HAROLD L. BRAUDIS, 
Rothschild’s, 
Oklahoma City. 


DAVID B. CHAMBERS, 
41 W. 35th Street, 
New York City. Portland, Oregon. 


A. W. COATES, CHARLES L. JONES, JR., 
W. W. Mertz Co., J. B. Mosby Co., 
Torrington, Conn. Richmond, Va. 


O. WALLACE DAVIS, JEROME A. KOERBER, 
H. Battermann’s, Strawbridge & Clothier, 
Brooklyn, N. Y Philadelphia, Pa. 


W. FRANK DODSON, ALLAN H. KAGEY, 
Woolf Bros., Mandel Bros., 
Wichita, Kans. Chicago, 111. 


FRED A. GROSS, 
The Owl Drug Company, 
San Francisco, Calif. 

M. F. HERSHEY, 
Stewart Dry Goods Co., 
Louisville, Ky. 

J. WALTER JOHNSON, 
Powers Furniture Co., 


EDITORIAL ADVISORY BOARD 


JOHN R. PATTON, 
L. S..Ayres & Co., 
Indianapolis, Ind. 


GEO. E. PRUE, 
Jordan, Marsh & Co., 
Boston, Mass. , 


E. J. SHORT, 
Display Specialist, 
Plainfield, N. J. 


C. M. SHRIDER, 
A. E. Starr Co., 
Zanesville, Ohio. 
R. V. WAYNE, 
Detroit Window Display 
Service, Detroit, Mich. 


J. DUNCAN WILLIAMS, 
F. & R. Lazarus Co. Display Adv. Specialist, 
Columbus, Ohio. Chicago, Ill. 


NED MITCHELL, E. Q. WILSON, 
Louis K. Liggett Co., Lachman Bros., 
New York City. San Francisco, Calif. 


W. C. KIRBY, 
E. R. Squibb & Sons, 
New York City. 


JOSEPH M. KRAUS, 
A. Stein & Company, 
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L. E. LINDSAY, 
People’s Gas Stores, Inc., 
Chicago, Ill. 


PAUL FRANCISCO LUPO, 
Paul F. Lupo & Associates, 
Los Angeles, Calif. 
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Will Furniture Bow to Modernism?P 


AUNCHED, without the flourish of trumpets, by 
the R. H. Macy Co. in a simple window dis- 
play showing the applicability of the soft colors 
to drab pots and pans, “color in the kitchen” 
has developed into a tidal wave that has swep: 
the continent. Chicago followed the example 

set by eastern display craft with windows that artfully demon- 
strated, not merely the beauty of the bright enamels of 
kitchen decoration, but the great arrays of colorful products 
at the passer’s command. Instantly Chicago women were in 
as great a furore as their New York sisters, and_ their 
pleasure in the discovery has been echoed in every major 
city of the country as windowmen have brought to woman's 
gaze the promise of liberation from kitchen offensiveness. 
Already hundreds of sets of cooking equipment have been 
scrapped to make. way for the modern wares; already scores 
of dowdy cabinets, tables and stoves have been relegated to 
th attic to make way for more pleasing successors. 

But this is merely a beginning. The freedom which has 
characterized feminine dress and deportment in the post-war 
period has encouraged a revolutionary outlook on all the 
vicissitudes of life. The past may offer valuable precedents 
to men in whose lives the past few years have made com- 
parativly little change. But, to women, it brings merely 
memories of enslavement and domination. The future and 
futurism may not be welded into an inseparable alliance, but 
modernism as the mode of the hour strikes bravely out into 
new fields free of the fetters of earlier art. Not feminine, yet 
it symbolizes femininity’s triumph over age-old barriers to 
economic and social freedom. 

May we not be on the verge of a great revolution in house- 
hold furnishings? Will the next few years witness innovations 
that will sweep the prevailing form of furniture design into 
the discard with the same thoroughness that the knee-length 
skirt has banished the trailing pattern of 1900? 

The circumstances point towards it. Commenting on the 
Expositions of French Art recently staged at Lord & Taylor’s 
and Macy’s exhibit of modern interiors, Coleman McCamp- 
bel! Says in this month’s New York Display letter: “Modern-. 
istic furniture . .. will have a widespread influence on the 


entire country, judging from the throngs rushing to see it, 
and the comments. Certainly, this introduction of a new note 





in furniture and decorative objects will create a new mar- 
ket. Homes generally considered fairly permanently fur- 
nished will see an influx of a few pieces of modern furniture, 
and, in many instances, entire rooms and houses will be re- 
decorated. This means that much furniture must be dis- 
carded. On all sides I heard spectators saying, ‘I want this 
and I want that.’ ” 

Furniture, as we know it, derives its form chiefly from 
the innovations of English designers who served aristocracy 
in that wild saturnalia of joyousness which followed the re- 
turn of King Charles II and the overturn of Cromwellian 
Puritanism. Just as the creators of Queen Anne and William 
and Mary patterns broke away from tradition and established 
new standards of grace and refinement, the renaissance of 
household and industrial art which has characterized these 
latter years bids fair to shatter precedent and venture out 
into uncharted fields of expression. 

Modernism is, for all that, not so modern, having its 
origin in the revolt of the celebrated Englishman, William 
Morris, against the extravagances of decoration in Victorian 
times. From the studios of Vienna, where it began to assume 
definite proportions to adoption by the French in 1913, and 
subsequent inroads into Germany, it has moved forward 
steadily, if slowly. Fifteen years were required to ferry it 
across the Atlantic, but when it came it bore fruit speedily. 

The artists of the new movement have turned to their 
surroundings for their inspiration. They have cast off the 
restraining traditions of a past when steel structures, electric 
city, the radio, and the aeroplane were undreamed of. 

It is no slight honor for displaymen that the first faint 
embers of this blaze have been swept into flame by their 
windows and their interior displays. It is of commanding 
interest to all branches of advertising that this change is not 
being effected by great magazine campaigns. McCampbell 
has summed up their achievements tersely in the declaration 
that: “This indicates that by intelligent use of modernistic 
technique window displaymen throughout the country can 
definitely create a purchasing mood for what is new, even 
when the need for an article does not actually exist. This 
has always held true of clothes, but has had less effect on 
the more substantial essentials of life.” 
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The Spot or Flood light with an un- 
conditional lifetime guarantee against 
rust, tarnishing, peeling or discolora- 
tion of the reflecting surface. 


The economical solution of your 
Display Window lighting problem. 








Our complete line of new Spring deco- 
ratives now on display in our show- 
rooms. Be sure to see these when in 
Chicago. 


The new Spring issue of our catalog 
has been mailed. If your copy has not 
arrived let us know. 


The Adler-Jones Company © 
649 South Wells Street, CHICAGO 


March, 1928 



















Duco finish in 
deep blue. 
Equipped with 
six color 
screens, color 
frame, cord and 
plug. 

Uses 200-watt 
Type C Nitro- 
gen bulb; bulb 
not included. 
Two. styles— 
Spot and Flood. 
Specify which 
is wanted. 
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Daffodils and a Church Window Set Piece Feature G. F. Tibbett’s Easter Display for Forbes & Wallace, Springfield, Mass. 


Capitalizing Faster's Buying Urge 


Nature’s Reawakening Bids Humanity to Match Her Color and Glad- 
some Spirit—Atmosphere a Necessary Display Accessory 


ECOND only to the spring opening is 

Easter, which has long exercised an im- 

portant influence upon spring merchan- 

dising. While buying of apparel no longer 

is delayed until the approach of this pivotal 

holiday, there are thousands of consumers who regard 

it as the ultimate for postponement of purchasing, and 

make all possible effort to refurbish their wardrobes by 
its arrival. 

Like Christmas, Easter has, in large measure, lost 
its religious significance, and influences the masses 
chiefly through its testimony to the flight of time and 
definite arrival of a new season. Untimely storms may 
follow its arrival and reviving plant life may find its 
growth beset by wintry winds and chilling cold, but with 
the coming of April there is definite stir all along the 
landscape. Migrating birds have returned to old haunts, 
blue skies and bright sunshine evidence the swift prog- 
ress of Mother Earth in her annual planetary journey, 
and zephyrs sweep through budding branches as warmer 
weather bans retreating winter’s last furious assaults. 

Slight wonder is it that pagan Europe celebrated 
Easter long before the Christian era, or that the pious 
easterner saw in its advent an annual exemplification of 
life’s resurrection. Few are the folk who do not feel 
the zest and thrill of the season’s color and warmth as 
blossoms and foliage regild bleak and drab surroundings. 

While spring opening displays go into the window as 
optimistic prophecies of ‘coming events, Easter trims 
blend with accomplished change. Not as harbingers, 
but as confirmation of the new season, they display the 
tnt and tone of the new verdure. 

_ What should the Easter window feature? Merchan- 
ise first and foremost, but with a background or an 
atmosphere of religious or legendary nature, or perhaps 
4 symbolization of nature’s revival. 

Forbes & Wallace, Springfield, Mass., made good 
se of the religious and nature themes a couple of years 
’go in windows where tulips bloomed just behind the 


glass. pane and brightly colored church windows were 
used at set pieces. Display Manager Tibbetts banked 
tall hedges of ruscus about these tinted crystal sets and 
amplified them with plentiful batteries of ferns and 
greenery In other trims, foliage and blossoms inun- 
dated the windows, lending splendid support to the am- 
bitious tulips, bravely upholding the honors of the lily 
family as emblems of Eastertide. 

Childhood’s love of the Easter “bunny”’ has been capi- 
talized by such capable decorators as H. H. Tarrasch 
and W. L. Stensgaard, whose creations in past seasons 
have portrayed the mythical animal as the friend and 
playmate of child effigies. Tarrasch has shown St. 
Louis a representation of the “bunny” hitched to a small 
cart, and Stensgaard has depicted him many times larger 
than the domestic rabLbit and erect, posed with a group 
of children before a lily-embellished Easter background. 

In the men’s wear field, V. E. Linden, noted display 
manager for the R. J. Hurd Co., Spokane, Wash., has 
used potted lilies and hollyhock spirals in conjunction 
with a scenic background of hollyhocks to bring out 
the seasonal appropriateness of his goods. 

Utility displaymen have been particularly suc- 
cessful in converting the Easter period to their advan- 
tage. Guy Philp, display manager for the Kings 
County Lighting Company, Brooklyn, some seasons 
back fashioned two impish Easter eggs with heads, 
arms and legs and used them with “bunny” window 
cards in a spectacular display of water heaters. At 
Easter, last year, John L. Ryan showed heating 
ranges bursting from huge egg shells in a display 
for the Empire Gas & Light Co., Auburn, N. Y. 

Let Easter serve you and bring you the full benefit 
of its coming by stressing the joy of humanity in libera- 
tion from the depressing sombreness of the year’s open- 
ing months. Bring out your bright, new and refreshing 
apparel, new house furnishings and gift wares, and 
enlist the gladsomeness of the moment in their pro- 
motion 
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Windowing the Story of-Easter 


How a Kansas Drug Store Won Community Favor by Portraying the 
Episodes of Passion Week in Displays Sponsored by the C hurches 


By C. H. HARVEY RHODES 


Display Manager, Brown's Pharmacy, Chanute, Kansas 


OR two years I have celebrated the coming over to the churches and their flocks to put forth the 
of Easter with displays which have told religious story of Holy Week, and, therefore, advertis- 
the real Easter story These windows are ing of our goods and house is not to be contemplated. 
in no sense commercial, as they are given But this does not mean that we are not advertised or 
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merely rewarded with minor commendation. 
What transpires is eloquently recorded in the 
reports given the showing in local newspapers 
and the comment of the clergy. What we de- 
rived from the windows and the manner in which 
they were introduced will demonstrate their value 
from a purely commercial standpoint. 

My initial step was to call on our local Minis- 
terial Alliance to tell them of our plans for a real 
Easter display which would be in keeping with 
the requirements of the churches and their ser- 
vices. Then came calls on the Catholic priest 
and the Episcopal rector, the colored churches 
and the Salvation Army. From all of them I 
received unstinted approval of my plans. 


During the week prior to their installation 
the windows were talked of in all the churches 
and Sunday school classes, developing a publicity 
that made the mass of our community want to see 
the windows. This is a type of advertising that 
no one can buy. The newspapers caught hold 
of the proposition and gave it considerable free 
publicity, concluding their reviews with an article 
by one of the ministers on his conception of the 
window’s service to the churches and the people. 


The “Triumph” was my 1926 window, and 
with the next Easter I broadened my exposition 
to include three scenes. .The first was shown 
from the forepart of the week until Good Fri- 
day at three o’clock in the afternoon, when the 
window was veiled for ten minutes while the 
second scene, “The Entombment,” taken from a 
painting executed in 1880, was placed. The 
scene shows a spot a half-mile north of Jeru- 
salem on the road from the Damascus gate. 

This setting was left on view until one minute 
after midnight, when, with two hundred specta- 
tors watching, the window was changed to “The 
Resurrection.” At the request of the churches, 
this display was left in place until the following 
Tuesday, so that the mass of the public might 
see it. 





THE PASCAL EPISODES—At the top is the open- 

ing scene from the Rhodes Easter Tableau introduc- 

ing the theme of Passion Week. Below it is the 

window installed on Good Friday, representing the 

tomb on the Damascus Road. The concluding dis- 

play, installed at midnight on Good Friday, 1927, pic- 
tures the resurrection. 
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“THE TRIUMPH” 


A Huge Poster Image 
of the Resurrected Christ, 
Climaxing Rhodes’ 
| 1926 Series. 








| 





One of the newspaper reports is particularly graphic, 
reciting that— 

“With the proclamation, ‘He has risen and has given unto 
us eternal life,’ the final scene in the events of Passion Week 
is now being shown in the Brown Pharmacy No. 2. The series 
of three scenes depicted events in th last week upon earth of 
the Christ, and the closing one sets forth the great miracle of 
the Resurrection. 

“The series, designed by Harvey Rhodes, displayman, has 
attracted great attention. The first scene was of the Cross and 
Easter lilies, emblems of the redemption and eternal life, with 
a background of purple drapery symbolical of royalty and 
mourning. 

“At 3 o’clock on the afternoon of Good Friday the curtains 
parted to show the Entombment, a scene which Mr. Rhodes 
copied from a religious painting. On Easter morning, one 
minute after midnight, the curtains closed, and when they re- 
opened the scene set forth the triumph over the tomb, the risen 
Christ apparently ascending, while a glow of golden light fell 
upon the Cross. 


“There was so much intereLst in the series that, although - 


it was after midnight, two hundred spectators and fifty motor 
cars were grouped in front of the store to have the first 
glimpse of the closing scene. It can be seen tonight for the 
last time. 

“The subject was treated in a reverent manner. There was 
no advertising matter of any kind in the window throughout 
the week, and the display was another demonstration of the 
growing influence of the spirit of Christianity in business. 
which has experimented with the Golden Rule and finds that 
it works, The scenes represented a year of careful planning 
and preparation by Mr. Rhodes, who had submitted them to 
all the clergy of the city and received their approval, another 
instance of cooperation between church and business.” 


Another account relating the tribute paid the win- 
dows by a local minister quoted him as follows : 


“How refreshing a thing it is to note the closer relationship 
hetween what is commonly called the secular and the religious. 
One could not but be impressed with this fact after noting the 
window of the Brown Pharmacy No. 2. 

“Fundamental to all successful business must always be the 
Proper appreciation of the moral principles and teachings of 
the Man of Galilee. The Golden Rule applied to business 
means not only better business, but higher standards in busi- 
ness, 

“When a store window, that necessarily is identified with 
business as its star salesman, takes cognizance of the great 
religious seasons, and turns aside from the purely monetary 
view, we cannot help but feel that the time is rapidly approach- 
ing when men will realize that religfon in business is as essen- 
tial as business in religion. 


“Passion Week, we feel, has been better advertised by this 
store during this week than by the churches. The silent appeal 
of the Cross, in its white purity, with its background of purple, 
signifying royalty, not only has arrested the attention of the 
passerby, but has urged him on his way by the tremendous 
message that it carries to his heart. 

“Passion Week is. essentially spelling to the world self- 
sacrifice. The meaning of the Cross is never mistaken. Dis- 
associated from the commercial purpose of store windows, the 
lesson is made more telling, viz., that a merchant, knowing the 
place and the value of the message of Calvary, and recogniz- 
ing the distinct place and service of the churches in the com- 
munity, gives pre-eminence to the Cross. One cannot pass by 
that window without feeling refreshed and bettered by the 
beautiful simplicity of the white cross, with th Easter lilies at 
its foot, which needs no embellishment nor frills ‘to emphasize 
its world-old meaning and triumphant promise. 

“No shadow of darkness Was allowed to dim for one mo- 
ment the beauty of the Cross during the time, from Friday to 
Sunday, Christ lay in the tomb, the lights in the w indows re- 
maining on all through Friday ‘and Saturdoy nights. 

“The display manager, Mr. C. H. Harvey Rhodes, who deco- 
rated that window, has the right conception of values, and has 
rendered this community an invaluable service.” 





NAME JUDGES FOR NECKWEAR CONTEST 

Officials of the Associated Men’s Neckwear Industries 
have completed the list of judges who will distribute the 
awards in the Spring Neckwear Prize Window Contest. The 
list includes: J. Duncan Williams, director of Window Dis- 
play Service Department, NARCF.; Clement Kieffer, Jr., 
display manager, The Kleinhans Co., Buffalo; H. Franken- 
thal, display manager, B. Altman & Co., New York; Sidney 
Ring, display manager, Saks Fifth-Avenue, New York; H. 
K. Burnam, vice-president, The Gibson-Burnam Publishing 
Corporation. I. A. Ullmann will act as observer for the 
association. It is anticipated that the judges will meet and 
select the successful contestant some time during the week 
of Aril 23. 





INSTALLS WINDOWS FOR USE OF CLIENTS 

As San Francisco has always something new to offer, it 
was not surprising when the Associated Display Service in- 
stalled a show window five by twelve in their studio, com- 
pletely equipped, and invited displaymen, manufacturers and 
national advertisers to conduct their experiments there. This 
service is absolutely gratis and will surely be welcomed by 
any man who has a problem to solve. 

The Associated Display Service is managed by an old- 
timer in the display profession, namely, Edgar Lysgaard, well 
known throughout California for the past sixteen years. 
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With the New York Displaymen 


Metropolitan Stores’ Expositions of Modern Art Disclose Interest in 
New Furniture That May Revolutionize Manufacture 


By COLEMAN W. 


New York Correspondent, 


HE most exciting recent event in New York is 
the Exposition of Modern French Art now on 
view at Lord & Taylor’s. This exhibit is of 
special interest to window displaymen, for it 
abounds in stimulating ideas for an understand- 
ing use of modernism. To link the windows of 

Lord & Taylor’s with this exposition, Mr. Kirkpatrick had 
the problem of giving it dignity—the dignity of a real con- 
tribution to art. And he has done a beautiful job. It would 
have been so easy to make the windows startling and fan- 
tastic. And to most decorators it would have been an irre- 
sistible temptation. But Mr. Kirkpatrick’s windows have a 
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dignity akin to Tiffany. They are an achievement in good 
taste and quiet restraint. At the same time their treatment 
is fresh in viewpoint and entirely in keeping with the modern 
spirit. 

To illustrate: One window has a wall background of 
woven wool cloth of modern design in charcoal effect and 
pastel coloring, the basic tone being a grayish tan. The sides 
are curtained with rich velvet in several shades of gray and 
tan, hanging in heavy straight folds. The floor covering is 
gray. The only display unit is a large, rectangular block re- 
sembling a cabinet. It is covered with tan material and 
divided into squares with thin strips of wood moulding. 
Photographs of modern French in- 
teriors are placed in alternate 
squares for three rows, leaving the 
other squares blank. On top of 
this huge block is a decorative 
square of alabaster, which has a 
modernistic figure design in‘ sculp- 
tured relief. This is typical, with 
a few variations, of most of the 
other windows. One variation was 
use of material with a large tree 
design for the background and an 
announcement of the exposition let- 
tered on a huge block unit in raised 
gold letters, giving the elegance of 
engraving. A few windows are de- 
voted to modern French creations 
in rugs. Of interest are the de- 
scriptive cards used in the rug win- 
dows. They are small panels of 
wood, painted silver and lettered in 
black. 

Returning to the exposition, one 
is amazed to find how interesting 
and livable much of the modernistic 
furniture is. Most of it, while a 
bit tricky, is characterized by splen- 
did simplicity of line and structure. 
And the room ensemble effects are 
often charming as well as orig- 
inal. While making a tour of the 
exhibit the thought occurred to me 
that it would have a widespread 
influence on the entire country— 
judging from the throngs who are 
rushing to see it and the comments. 
Certainly, this introduction of a new 
note in furniture and decorative 
objects will create a new market. 
Homes generally considered fairly 





ANGLES AND CUBES—Angles 
and cubes loom up strongly in 
Gotham display. At the top is Bel 
Geddes huge “tops” for millinery, 
one of the many wooden novelties 
he is designing. The center shows 
ultra modern furniture as pre- 
sented by Irvin Eldredge at Macy's. 
The base portrays mirror cubes 
used by E. Arkow at Arnold- 
Constable’s. 


permanently furnished will see an 
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Rare animal life of the present era, as well as giant 
reptiles of the antediluvian period, disported in the win- 
dows of Harrod’s London Department Store during the 
February, 1928, white sale. Arrayed in colors that would 
have delighted these sluggish beasts, their representations 
appeared in settings of white goods that were calculated 
to startle the alleged stolid British. To make sure of the 
character of the passer’s reactions, the firm offered a prize 
of five hundred dollars for the best criticism. 

Windowmen .went back to the paleolithic as well as the 
neolithic age for their inspirations. The animals de- 
picted include the brontosaurus, painted a brilliant red, 
which appeared from a cave of white cotton sheets with 
cliffs at the back made of madapollam; a life-sized orange 


ANTEDILUVIAN CREATURES GIVE ZEST TO LONDON DISPLAY FOR WHITE SALE 


and white giraffe, which had acquired a series of large 
white polka dots over his coat, browsed on white palm 
leaves which grew out of a trunk of terry toweling. A 
large duck contemplated a swim in a pond of white hucka- 
back, while around the edge of the pond bullrushes of 
orange, chamois leather grew. A large green grasshopper, 
poised as though ready for flight, sported a pair of cellu- 
loid wings. Armadillos and porcupines appeared, their 
brilliant color contrasts acting as a foil to the dead white 
of a volcano of nainsook, out of which came red flames 
around which the animals played. 

Life-sized figures of Mutt and Jeff attracted the chil- 
dren, the Lord Mayor’s footman coming in for a large 
share of favor. 











influx of.a few pieces of modern furniture, and, in many 
instances entire rooms and houses will be redecorated. This 
means that much furniture must be discarded. On all sides 
I could hear spectators saying, “I want this and I want 
that,” while many were actually giving orders to sales 
attendants. This proves the attractiveness of the things ex- 
hibited. It also indicates that by intelligent use of modern- 
istic technique window displaymen throughout the country 
can definitely create a purchasing mood for what is new— 
even when the need for an article does not actually exist. 
This has always held true for clothes, but has had less effect 
on the more substantial essentials of life. 

A case in point was the window used by Mr. Eldredge 
some months ago showing “color in the kitchen’”—where the 
stove, utensils, garbage cans, etc., harmonized with the color 
scheme. The idea has swept the country like wildfire and 
coined money for many manufacturers and stores. At the 
same time it has meant the replacement of tons and tons of 
utensils and kitchen accessories which would have otherwise 
remained in service for many more years. All of this may 
seem a far cry from Gotham windows, but in this era of 
keen competition the time has come when wide-awake dis- 
playmen should keep posted on all phases and trends in store 
merchandising. Their growing importance depends on this 
alertness. 

A current display of Macy’s carries the color idea into 
the breakfast nook. The electric percolator and toaster are 
decorated to harmonize with the table linen. Anent the use 
of wood in windows ,Macy’s recently had a screen of black 
moire silk which had been shellacked, with the result that 
the texture of wood was simulated. 

At Saks’ Herald Square, Regny’s Zodiac Fashions are ap- 
propriately featured. These frocks carry their own sign of 
the zodiac and promote the style idea that everyone should 
wear the symbol of the star they were born under. This is 
carried out in hats, shoes, hosiery, handbags, jewelry, belts 
and underwear as well as in frocks and opens up unique 
possibilities. Zodiac signs were used on wall panels and in 
the form of statuettes and decorative objects. In one window 
the hat stands were in the form of silver wooden birds with 
long beaks. 

At Saks’ Fifth Avenue there has appeared a strange head 
model of white kid surmounted with bizarre headdress of 
black patent leather curls and combs. The windows devoted 
to men’s apparel are of particular interest. Shoes are 
exhibited on silver and gold metal fixtures resembling elon- 
gated leaves, while screens of black wooden frame hold 
panels of frosted glass of various textures so leaded as to give 
the effect of designs. The upper edge of the screens were 
tringed with teeth like a crown. One of the screens had white 
glass, the other amber glass. A modernistic skyscraper desk 
was also used to give atmospheric setting for men’s suits. 

Dexdale’s, a shop devoted to hosiery, had a smart George 
Washington window. A gold head of Washington was 
mounted on a tower of green, and the base of the tower was 
surrounded with green units. THe background was of draped 
black velvet relieved with a dignified loop of bronze leaves. 


A companion window had the same arrangement except that 
a woman’s head was mounted on a tower of green and ex- 
pensive silk hosiery was displayed at the base. 

Mr. Biggs, of Stern’s, has a lovely background of gray 
satin this week. It is tightly stretched across a wooden back- 
ground and forms a series of niches. In his shoe window he 
uses a huge metal fixture resembling four saws. They are in 
pairs, each pair running parallel and meeting like crossed 
swords. Platforms of glass extend from each pair and gun- 
metal shoes are displayed thereon. 

One of the smartest windows Mr. Biggs has had for some 
time was a recent one devoted to the display of modern 
lamps. This had two broad triangular units of silver placed 
in upright position and flanked with two triangular platforms 
of silver. Eight lamps were shown in all, with six pieces 
of pottery carefully arranged for decorative value. At night, 
when the lamps were lighted, the effect was excellent against 
a black background. 

Women’s dresses are displayed at Hearn’s, with a back- 
ground of black, green and silver. A central panel is of 
black velvet, and on either side are wings of three concaved 
sections lined with silver and accentuated with tall green 
pillars with decorative head pieces. Attached to these sec- 
tions are three platforms of silver and black in the shape of 
thin triangles. 

The only way to describe some wooden fixtures created 
by Norman Bel Geddes at Franklin Simon’s is to liken them 
to a modernistic version of tops. They were linked together 
in units of three and four. 

In closing, reference should be made to the fact that, prior 
to Lord & Taylor’s Exposition of French Art, Macy’s had an 
exhibit for some time of series of modern interiors and that 
Wanamaker’s have been exploiting what they call Venturus 
furniture, also in the modern manner. The following para- 
graph from Lord & Taylor’s descriptive catalogue could apply 
with equal truth to all these stores: 

“In exhibiting this collection we recognize a movement 
which is becoming increasingly strong, not only throughout 
Europe, but also in America. We believe that this modern 
movement is but the beginning of an expression of the time 
in which we live—the twentieth century. It embodies the 
attitude of mind which has resulted in other twentieth cen- 
tury developments.” 





ROSS FORMS NEW COMPANY 

C. W. Ross has sold his interests and severed his con- 
nections with the Schaefer-Ross Co., Inc., Rochester, N. Y., 
which he organized and of which he was the active head. 
This company is well known for the manufacture of photo- 
graphic window and counter displays, and Mr. Schaefer will 
become the active head of the business. Mr. Ross has just 
organized the C .W. Ross Corporation, of which he will be 
president and general manager, to engage in the manufac- 
ture and sale of equipment and methods covering new and 
important improvements for portrait and commercial photog- 
raphers, engravers and lithographers.. The new company has 
established offices at 154 East Avenue, Rochester, N. Y. 
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A Complete Sales Plan Plus A Contest 


Prints-Biederman Dealers Tendered a Special Sales Event That Links 
Up All Advertising Media—Prizes Incentives to Good Trims 


VER and anon a manufacturer becomes in- 
terested in the possibility of pushing sales 
of his product through displays in his 
dealer’s windows. Tests have shown that 
“well displayed is half sold.” If he can 

only find a way to induce a large group of dealers to 
feature his wares he is sure of increased volume, par- 
ticularly when the major part of his output is purchased 
during a relatively few weeks of each year. 

To the merchant who has fixed policies and is de- 
t¢rmined to merchandise his stocks upon a basis of 
seasonability or fitness, such schemes are always de- 
batable. If they harmonize with his plans he is glad to 
fall into line and offer his cooperation If they do not 
accord with his policies he may be cajoled into linking 
up with the campaign and devoting some of his win- 
dows to limited showings. 

While many stores do not coordinate displays and 
advertising, using their newspaper space to promote one 
class of goods and the windows another, there is so 
much similarity between the objectives of these adver- 
tising media that it would be for the advantage of all to 
consider their windows simply as preferred advertising 
space. When a store separates its display activities 
from other plans of business promotion, it encourages 





an aloofness and separatism from the store organization 
that robs the display department of proper perspective. 
Forgetting that their objective is winning custom for 
the institution, the windowmen develop a flair for art 
and the esthetic and become impractical theorists. 

The Printz-Biederman Company, of Cleveland, 
merits the appreciation of its dealers and the applause 
of fellow-manufacturers for the genuine help it is 
affording retailers in combating this situation. 

Scores of producers have instituted display contests 
to accelerate windowing of their wares. But only a 
small percentage have gone the same distance in pro- 
viding the retailer with equally effective selling ideas. 

While it is usually to the advantage of the dealer to 
display and stress goods, momentarily receiving strong 
national advertising such as normally accompanies a 
display contest, it is only good judgment in so far as his 
general policy is concerned to devote windows and ad- 
vertising to seasonable goods on which he can collect a 
reasonable profit. Display contests do not always cover 
such wares, and are often made to stimulate demand 
when natural market conditions are unfavorable. 

Printz-Biederman sets a commendable example of 
bona fide dealer assistance with spring and fall Printzess 
Weeks that blend a display contest into a sales event 
that is timely and free from the 
possibility of imitation. 

Ample direct mail advertis- 
ing of high quality is made avail- 
able for use in preparing pre- 
ferred customers for the sale. 
There are splendidly printed 
brochures, envelope stuffers and 
post cards, all procurable at 
nominal rates. A whole broad- 
side of special advertising copy 
and mats is provided, and slides 
announcing the “Printzess Week 
Style Show” are put at the com- 
mand of retailers using the 
movie medium. 

Copy is provided for style 
show tickets, plans for sales 
contests among store employees, 
and lastly, an ample amount of 
window material. 

This includes a huge litho- 
graphed background panel in 
seasonal colors, large enough to 





THE NON-PROFESSIONALS— 
Priz-winning windows trimmed by 
men who could not be classed as 
full-time displaymen. At the top 
is John D. White’s second prize 
entry for Keiner’s, Lock Haven, 
Pa.; center the third prize trim by 
F. E. Rock, Thediek Department 
Store, Sidney, Ohio; base, first 
prize trim by W. H. Edstrom, The 
Boxrud Co., Red Wing, Minn. 
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provide life and atmosphere for the window, precluding 
the characterless and banal form of the usual small store 
trim. 

Then there are lithographed banners to identify the 
store, transparent window cards that bring out an illus- 
tration of a Printzess garment in strong relief when an 
electric lamp is placed behind them. And, finally, there 
is the display contest itself, with ample prizes for incen- 
tives, and special appeals to store of both the moderate 
and small volume types. 

When it is realized that only Printzess dealers can 
stage this sales event, the value of the Printz plan be- 
comes apparent In a period when retailers find com- 
petitors matching their efforts and copying their schemes 
with unabashed celerity, it is joyous to stumble upon a 
sales event that cannot be duplicated or imitated. 

“For many years Printzess Week has been featured 
each season by a great number of our dealers,” says 
LL. W. Neumark, merchandise manager of the company. 
“In fact, we believe we were one of the first organiza- 
tions to see the advantage of a national week on our mer- 
chandise, this week being featured in our advertising. 

“Originally we featured an 
exact date, both for spring and 
fall, in our national advertising, 
and in this way Printzess Week 
was staged at the same time all 
over the country. Owing to the 
vast difference in weather condi- 
tions at the same season of the 
year, we eliminated the exact 
time feature from our national 
advertising and permitted each 
dealer to hold this event during 
the week that best suited his 
requirements, and that is the 
method we are still pursuing. 

“There was a period of a 
few years when we felt interest 
in this event had waned on the 
part of our dealers, that there 
were too many weeks of one 
kind or another being featured, 
but at the request of several of 
our dealers we revived Printzess 
Week about two years ago and 
have since featured it each sea- 
son with increasingly good 
results, 

‘We have always supplied a 
great deal of dealer display ma- 
terial of every kind and descrip- 
tion, and felt that we could in- 
crease the interest of the dis- 
play manager in putting this 
material to use if we were to 





THE PROFESSIONALS—Print- 
zess Week winners among the full- 
fledged display managers. The top 
1s Edwin Perry’s. display for 
Walker Bros., Wichita, Kansas; 
the center shows good employment 
of Printzess helps in the third prize 
entry by O’Shea’s, Laconia, N. H.; 
the base is M. H. Luber’s second 
Prize entry for the Killian Co., 
Cedar Rapids, Iowa 
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offer prizes for the best windows. We have done this 
for three consecutive seasons, and each season have had 
more entries than in the previous event. 

“We offer prizes for both professional and non- 
professional window trimming, realizing that in many 
of the stores we sell in the smaller towns the window 
trimming devolves upon some sales person, or even the 
proprietor himself, who could not hope to compete with 
the professional display manager‘ © 

“However, the prizes offered are the same for both 
classes, as it is equally difficult in either class to win a 
prize. Last fall, in the contest just closed, we offered a 
first prize of $75.00 for both classes, a second prize of 
$50.00, third prizes of $25.00, and $5.00 for each hon- 
orable mention We list below the prize winners for 
the fall event just closed”: 

Professional Class—First, Edwin N. Perry, The Walker 
Bros. D. G. Co., Wichita, Kansas; second, M. H. Luber, The 
Killian Co., Cedar Rapids, Iowa; third, O’Shea’s, Laconia, 
N. H.; honorable mention, J. F. Reighart, Spring-Holzwarth, 
Alliance, Ohio; Lowell Sheldon, Yetter’s Department Store, 
Iowa City, Iowa. 

(Continued on page 78) 
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Chicago Monthly Display Review 


Futuristic Art Making Slow Headway in Larger Stores, Although 
Revelry in Color 1s Obtaining Foothold—Cubes Used at Carson’s 


By J. DUNCAN WILLIAMS 
Chicago Correspondent, DISPLAY WORLD 


EW of the Chicago stores have gone in for the 

modern art displays such as have taken New 

York more or less by storm. Of course, the 

opening windows at Field’s last fall had a cer- 

tain amount of modern art in some of their win- 

dows on Randolph, Washington and Wabash 
Avenue. The fact that these ideas have not been emulated 
by other Chicago stores may be due to the fact that Mr. 
Fraser does things so well and still so expensively that the 
average store cannot follow him closely. 

However, I. Miller's Shoe Store on State Street has a pair 
of windows in just now that look as though they were sent 
here from New York. This store has just two windows. One 
of them is treated with a black satin pleated background and 
a floor of light blue felt. Against the black background are 
four panels with designs a la modern done in bright colors 
of blue, red yellow, green and black. This window displays 
smart styles in light tan shoes. The other window is carried 
out in reverse color combination with a blue background, black 
floor and panel pilasters done in silver, gold, red, yellow and 
black. Z 





Cutler’s Shoe Store, which is in the Palmer House Block, 
and which has a beautiful walnut and marble background, has 
put on a new background dress for spring. Lavender satin is 
flute-pleated up and down the background walls. The base 
and corners and pilasters are of a flat-covered strip about six 
inches wide and ornamentd with a silver decorated square at 
the caps of the pilasters. A huge cut-out tree, painted gold, is 
entwined with apple blossom sprays. Less shoes than usual 
are displayed in the windows, which seems to make those dis- 
played appear to better advantage than heretofore, when they 
were rather crowded. Cutler’s center window inside the dis- 
play lobby, and which is usually made a feature display, shows 
hosiery at attractive prices and some modern art window 
cards with modern type faces simulated in lettering. 

Bedell’s windows are made somewhat different this month 
by the use of all-black floor and curtains consisting of alter- 
nating strips of light green and lavender chiffon, shirred at 
the top over a wrought iron metal rod with ornamental center 
and ends. The ends of the curtains are brought down to the 
floor in sweeps that cause the two different colors to mingle. 
The green strips which are at both outer edges and in the 
center, are embroidered with laven- 
der beads in a decorative scroll. The 
rear windows inside the lobby fea- 
ture tail-end clearance displays, 
while the front windows along the 
sidewalk display smarter new things 
for the approaching season. 

At Carson, Pirie, Scott & Co. 
there was a very intriguing display 
of French millinery. Three small 
tables about thirty inches high, with 
with 14x28 or 30 inch tops, were 
placed, one in the center and one at 
each end of the window. Upon 
these tables two hats were displayed 
on cardboard cubes of two different 
heights, approximately twelve and 
twenty inches respectively. The 
cubes were covered with silver paper 
ornamented with cubist cut-outs of 
gold paper. A small hat box of the 
same silver and gold colors was used 
to display another hat on the floor 
at the base of the table. Another 
cube stand of the type was also 
used at the base. A_ string of 
crystal glass beads, a fancy bottle 
of perfume and one or two other 
small items of French effect were 
used on the tops of the tables. 

Against the background wall 
and at just the right distance apart 
from the center of the table, were 
two small upright red lacquered 





STATE STREET DRAPES—Fab- 
rics were featured in February, vir- 
tually all of the State Street stores 
showing them. Here are pictured 
two representative displays reveal- 
ing widely differing technique. At 
the top is a pair of tee stand drapes 
seen at Marshall Field & Co. Be- 
low is a section of Chas. A. Stevens 
& Company’s island window with 4 
German draping figure featured. 
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Blue Velvet Hangings Spread Over the Background Created a Vivid Setting in Which the Petite Demonstrator Worked 


Beauty Winner in Radio Window 


San Francisco Store Links Forces With Distributor in 
Colorful Display on ’Frisco’s Busiest Corner 

AN FRANCISCO’S busiest corner is not a 

place where crowds can linger long nor 

where more than a fleeting glance can be 

conferred upon the average display. But 

it was on this very corner that the Nathan Dohr- 

mann Company, in conjunction with the Atwater 

Kent distributor, Ernest Ingold, Inc., staged a demon- 

stration that brought swarms of passers to an abrupt 

halt, and gained more attention for a display of radios 
than any previous installation in the city’s history. 

The display occupied about thirty-five feet of the 
window frontage, and exhibited a complete line of At- 
water Kent receiving sets and Pooley furniture models 
for Atwater Kent, together with a liberal number of 
lamps and appropriate decorative objects. The back- 
ground of the window was hung with dark blue velvet 
and the floor covered with black tile, setting off the fea- 
tured wares in excellent style. Amber lamps were used, 


and the whole window was floodlighted from above with 
amber rays. 

But the principal attraction was the demonstrator. 
For this role a pretty little maid of eighteen, who had 
recently won a beauty contest, was secured. Dressed in 
cloth of gold with gold boots, a red turban wound about 
her head and a red sash at her waist, she was very 
comely. 

During the continuance of the demonstration she 
turned over cards which carried a complete and vigor- 
ous story demonstrating the simplicity and beauty of 
Atwater Kent sets, swinging to the furniture models 
and finally tying up the quuality of the merchandise with 
the prestige of the Dohrmann Company. When she was 
out of the window a large card announced that “Miss 
Atwater Kent Radio” was appearing in the display and 
listed the hours when she made her entry. Her first 
demonstration took place between eleven and twelve, 
and after this noon entry she took a fifteen-minute rest, 
to return at 12:15. Thereafter she made two more ap- 
pearances, staying in the window an hour on each 
occasion. 








cabinets of antique Chinese design. Above the cabinet, and 
as a part of it, were small enclosed glass cases in which 
were displayed other perfumes and glass beads. The dis- 
play was attractive even to one who is not up on the modern 
styles in French chapeaux. However, the passerby stopped and 
commented quite enthusiastically. The small window card 
bore these words: “From the French Shop—nth Floor.” 

Each of their displays of ready-to-wear apparel consisted of 
three figures, a table, chair, lamp, or vase of delicate spring 
buds, and a picture on the background wall. The manner in 
which the seated figure, the table, chair and picture were 
made the window trim. Small items such as jewelry, gloves, 
scarfs, perfumes in colors to harmonize with those of the 
dresses were displayed on and about the table and chair. This 
central group broke the monotony of the three figures as they 
would have appeared othetwise. It also finished the good 
effect of the display and brought the entire trim into a related 
display of stylish apparel. The color harmony, the selection 
and grouping of the merchandise, and, in fact, every detail 
about the Carson, Pirie, Scott & Co. displays show the same 
good taste and understanding of the fitness of things as when 
Mr. Tannehill was in charge, all of which speaks well for the 
careful manner in which he taught those associated with him 
in the department the principles of good display. It speaks 
equally well for those who accepted this instruction and who 
are now able to go on with the work, adding to it their own 
individuality as opportunity permits. 

There is another interesting display of silverware in one of 





the Carson-Pirie windows. ‘The silverware is displayed against 
black satin-satin covered cubes and bases arranged in propor- 
tionate sizes and formed into grotips of steps which raise the 
different silver pieces properly off the floor. 

At Marshall Field & Co. there are several displays of 
women’s and misses’ dresses that stand out sharply. Usually 
these consist of two designs, similar in color, with harmon- 
izing and contrasting accessories. That is, where one figure 
wears a green dress she also has a green hat, gray fur, gray 
shoes and hose, and the other figure wears a green dress with 
a tan hat, tan shoes and sand or flesh hose. 

“Canyon Grays” are stressed at Maurice L. Rothschild’s. 
There are two unit groups of these men’s suits in one large 
window, gathered around a huge. framed color print of the 
Grand Canyon of Arizona. The print prings out the canyon 
shadows faithfully—shadows that match the gray of the 
fabrics. Fancy double-breasted waistcoats are shown with 
these suits. The shirts used on the forms are white madras 
with self-figure designs; a tie with dark blue ground with red 
and white figure dots is also used on all forms. Tan shoes 
with gray and red silk hosiery are made a part of the correct 
color ensemble for the Canyon Gray suits. 

At Finchley’s, exclusive apparel shop, there is one display 
which shows a dull green flannel suit on a form. A solid green 
shirt with smart collar to match, and a knitted tie of diagonal 
stripes of jade, gold and blue join with a green coat in com- 
pleting the costume of a form. As accessories, there is a green 


(Continued on page 69) 
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Modernistic Spring Displays by H. H.'Tarrasch 
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Second Conference Sees Group of Club Members Put on a Series of 
Trims for Small Stores—Genuine Windews Used 


By MERRILL F. LONG 
Secretary, Detroit Display Club 


HE Detroit Display Men’s Club played an 
active part in the program of the Second 
Annual Better Merchandising Conference 
and Exposition held in the Book Cadillac 
Hotel, Detroit, February 15-16-17. 

The Conference and Exposition was under the 
auspices of the Wholesale Merchants Bureau and Bet- 
ter Merchandising Association of Detroit. It is un- 
derstood that the attendance this year ‘was greater 
than that of last year, retail merchants visiting: fram-~ 
Michigan, Ohio and Indiana. 

At each of the three day sessions, ose window 
display demonstrations were presented by the Detroit 
Display Club. Following is the program as presented. 

On Wednesday afternoon at four o’clock, Oscar 
Luke, of the J. L. Hudson display staff, put on a very 
complete furniture demonstration, setting his items in 


Conference Silk Trim by E. Whittmer 


room style and utilizing drapes and hangings. On 
Thursday afternoon at four o’clock, a specimen dry 
goods trim:.was fashioned by E. Whittmer, of the 
CrowleyxMillner display staff, while the writer placed 
a display of hosiery in an adjoining window. On 
Friday morning at eleven o’clock, C. A. Case, of the 
Universal Window Advertising Company, set up a 
hardware: window that provided a wealth of sug- 
gestion for the visiting’ merchant. He came on again 
at four that afternoon and revealed versatility by in- 
stalling a drug window that met with approval. At 
the same hour, J. H. Corbin, of the Central Cigar 
Stores, put in a cigar trim and E. V. Wiley, of the 
Wiley Window: Service, fashioned a display of fancy 
groceries that had a touch of modern art. The club 
had provided an interesting speaker in the person of 
|. F. Dittmar, of the Ernst Kern Company, who 
analyzed the trims as they took form and explained 


the principles and details of their composition. 
The demonstrations were arranged in actual show 





Top, hosiery demonstration by M. F. Long, Kresge Co.; 
center, fancy grocery ag ge | by C. A. Case, display service; 
base, cigar window by J. H. Corbin, Central Cigar Stores. 
windows twenty feet a and seven feet wide with a 
height of nine feet. Each display was presented for 
its educational value. 
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Convert Windows Into Advertising 


Principal Winners in Shoe Contest Tie Designs With Magazine Copy to 
Brings Out Wares’ Fine Points—Ribbons State Winners’ Reliance 


N the window display contest conducted by 

the Ault Williamson Shoe Company during 

August and September of last year $1,500 

in prizes were distributed, three-fifths of 

the fund going to five grand prize winners. 

Clinton M. Shrider, display manager for the A. E. Starr 
Co., Zanesville, Ohio, captured the first prize, a purse 
of $500, with a splendid stretch of three windows that 
were reproduced in the February DISPLAY WORLD. 
But this attainment did not attest Shrider’s overweening 
supremacy over other contendants; it merely indicated 





greater thoroughness in presentation of his story. With 
a group of three windows at his disposal, he was able 
to break up his message into three chapters, a huge 
poster window explaining his purpose, a second focus- 
ing attention on Ault-Williamson manufacturing pro- 
cesses, and a third directing attention to the cryptic code 
of marks stamped in the shoe to indicate the processes 
employed in making it. 

His chief competitors had to be content with dis- 
plays that were more compact. Compressing the same 
message into less space called for more than equal skill 
and brought into view several strong 
developments of layout that carried the 
story of durability in construction to 
the passer with a power that stamped 
it on his mind for all time. 

Foremost of these was the display 
produced by Harold A. Grinden, dis- 
play manager for the Glass Block De- 
partmbent Store, Duluth, Minn., bring- 
ing his firm the second prize, a check 
for $250.00. Always a dangerous com- 
petitor in display contests, Grinden re- 
produced an Ault-Williamson adver- 
tisement in a national magazine, fash- 
ioning a huge replica of the publication 
that towered almost to the ceiling of his 
window. On the right page of the im- 
posing “open book” was a faithful 
poster copy of the advertising exhibit- 
ing the same illustrations and using the 
same heads. Below this was the group 
of five symbols, each attended by a 
legend. To guarantee that the viewer 
would grasp in full the showing, rib- 
bons were carried from these symbols 
to shoes in the foreground which ex- 
emplified the processes. 

The left “page” had been converted 
into a huge shadow box, in which ap- 
peared a comprehensive display of the 
featured footwear, with a large dia- 
mond-shaped “Goodyear-Turned Pro- 
cess” symbol as the attraction device. 
On a stand at the extreme left was a 
copy of the magazine used as the pat- 
tern, permitting the spectator to com- 
pare Grinden’s version with his 
original. 

When Ellwyn McEachnie, display 


BEST IN THEIR STATES—Good use of 
symbols and ribbons leading to demonstra- 
tion exhibits is evidenced in New York’s 
prize winner produced by Hamlin’s, Utica. 
The center is C. A. Taylor’s trim for Kutt- 
ner’s, Rome, Ga., leading Georgia entry, 
and the base, a trim for the Hub Shoe 
Stores, Philadelphia, is Pennsylvania’s 
leader. 
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manager for the Jahraus-Brown Company, Buffalo, 
N Y., and winner of the $100.00 third prize, trimmed 
his contest window he picked another advertisement 
as his model and shaped an eye-arresting spectacle of 
a salesman in the act of explaining Ault-Williamson 
symbols to a feminine patron. His figures were cut- 
outs, standing in bold relief before a large black semi- 
circle of fabric which served as a background panel. 
At intervals along its perimeter were 
five Ault-Williamson symbols, the 
“Goodyear Turn” emblem serving as a 
keystone about which the others were 
arched. All were on pastel-tinted dia- 
mond-shaped boards, sharply outlined 
against their black support. Pairs of 
shoes in the foreground illustrated the 
difference between the various pro- 
cesses, while light units of shoes and 
hose on both sides of the cut-out cen- 
tral figures made sure that the window 
would serve as a “selling” as well as an 
educational display. 

Forty-eight state prizes of $10.00 
each were awarded, the majority of 
these going to simon-pure shoe stores. 
In their treatment of the contest theme 
most of their trimmers employed de- 
signs that bore but meagre resemblance 
to the grand prize entries. While their 
productions lacked the dash and pic- 
turesqueness of the leaders’s composi- 
tions, they bore eloquent testimony to 
the display resourcefulness of the 
smaller stores. 

The Family Shoe Store, Washing- 
ton, D. C., producer of the best display 
submitted from the district of Colum- 
bia, showed its appreciation of the 
public’s interest in shoe fundamentals 
by a trim that made a large piece of 
patent leather the attraction device. 
Spread out on a high stand in the exact 
geometrical center of this shallow “ell” 
window, with a large dealer help before 
it, on a plateau to aid in riveting passer 
interest, it pulled the viewer’s gaze 
down to a pile of soles and uppers in 
the center of the foreground. These 
were typical constituents of the Ault- 
Williamson shoe on their way through 
the mill, and they were explained by an 
array of small cards that outlined the 
manufacturing processes and their re- 
lation to sound construction. 


Hamlin’s, of Utica, N. Y., winner 











SHRIDER’S CHIEF RIVALS—Clinton 
Shrider won first prize, but Harold Grin- 
den and Ellwyn McEachnie were close 
contestants, At the top is Grinden’s $250 
Prize trim, below it McEachnie’s, winner 
of third prize, and at the base the entry of 
the Family Store, winners of the District 
of Columbia prize. 
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of the New York state prize, used a simple trim with 
the big “Goodyear Turn” symbol as the set piece High 
in the center of the window, linked with nearby shoes 
by ribbons, it brought out fittingly the values of this 
process. Less conspicuous symbols indicating other 
processes were in like manner ribboned to displays of 
shoes that illustrated the featured models. 
(Continued on page 56) 
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Display Ideas and Their Origins 


The Sources for Schemes of Novel and Arresting Spectacles—Where, 


When and How to Get Them 
By EUGENE S. COWGILL 


Display Manager, J. Blach & Sons, Birmingham, Ala. 





NE evening, while my wife and I were on our sand. A card, tacked on a board near where they were work- 
way to the theatre, we noticed a small crowd ing, explained that any donation would be greatly appre- 
assembled in a corner of an auto parking lot, ciated and that they were in this way trying to get enough 
and we stopped to investigate the cause of the money to finish a course in art school. 
assemblage. After elbowing our way to where This incident probably was soon forgotten by most of 
we might get a glimpse of the center of attrac- the spectators. But we displaymen have a way of storing up 

tion, we found two men modeling various characters out of things that we see and hear in those old craniums of ours, 
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gicce5S, LEGION FIELD 











just subconsciously, so that we may make 
use of them should future occasion require 
it. Next morning, sitting at my desk, I 
was wondering what idea I might use in 
connection with the opening of the new 
football stadium, which was to be dedicated 
as Legion Field. (And right here I want 
to say that it is one of the finest stadiums 
in the country.) This opening was to mark 
an annual battle between two local col- 
leges. While thus meditating, the sand 
modelers of the night before came to my 
mind. Why not have them model me a 
replica of the new stadium in sand? I got 
in touch with them at once, sending them 
out to the stadium that they might get a 
better conception of it and implant the de- 
tails in their minds. Then I gave them a 
blue print, borrowed from a local architect, 
and set them to work in full view of the 
public. Crowds were curious the same as 
I had been, and in due time the replica was 
finished. From a curious crowd and my 
own curiosity I got my idea for the open- 
ing of this great stadium, and, by the way, 
it was given first prize by the Junior 
Chamber of Commerce as the best display 
installed for this event. 

So the “WHEN” of ideas may be any 
time of the day or night, and the “WHERE” 
may be any place, theatre or street, looking 
at a magazine, or out in the woods; and, 
oh, most any place you are you can see or 
find ideas. And the “AND HOW?” is 
merely up to the intelligence of the in- 
dividual displayman to grasp the idea and 
apply it to his own particular plan or dis- 
play. I once had this little bit of advice 
given to me by an old displayman and a 
very good friend of mine, that “you should 
be able to know when to take from and 
add to an idea to fit it for your own use.” 

The other day our furnishing goods 
buyer was showing me a new set of neck- 
wear he had just gotten in. It had a de- 
sign of playing cards on it. The idea of 
bridge immediately came to my mind. A 
card table with all the necessary parapher- 





BIDDING FOR GOOD WILL—Instances 
of windows without goods used by Cowgill 
to win good will for his firm. The top 
shows the sand model described in the text, 
the center shows a tribute to local col- 
legians, a gold bronze frame and black 
field. The base is another of this series, 
using the school colors with a gold and 
black panel. 
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nalia for playing bridge and “O. K. M. N. X.” you had your 
setting for “A Grand Slam,” the newest in smart neckwear— 
“The Bridge Tie.” 

I have been asked to describe the type of background 
that I use. First, I want to say this, that I do not believe 
there is anything to compare with beautifully grained walnut 
wood backgrounds for men’s wear stores. It is a rich wood 
and tends to bring out the fineness of the garments d splayed 
against it. However, velours also are very rich avd this is 
what we are using at the present time. 

Our backgrounds are of a green-gray 
shade, which is neutral to nearly all the 
colors of merchandise that may be dis- 
played against it, and also is appropriate 
for all seasons of the year. The velour 
has been stretched smooth on frames made 
from % by 2%-inch lumber. Practically 
all our entrances are three feet and six 
inches, and over these we have suspended 
box-pleated drapes of the same material, 
supported by beautiful wrought iron 
hangers. The entire effect has been carried 
out along the Spanish idea, which, I think, 
is very masculine. Here I. would like to 
say this, that a great many displaymen for- 
get to take into consideration the things 
that a_man likes to see in windows. When 
he is looking for a suit, he wants to see 
clothes and not a great big bunch of 
foliage. Getting back to the backgrounds, 
the base board of our windows is of % by 
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I think decorations can be overdone in ladies’ windows, still 
I believe larger pieces can be used than in men’s windows. 

The type of fixtures we use are of the empire design with 
a triangular base. Most of the pieces of this design are 
massive and bear out the statement I made before about 
massiveness in the window. They are finished in light 
American walnut. This type of fixture is used quite exten- 
sively in men’s wear stores and is favored by many dis- 
playmen. 

In the handling of our shirt forms, some of us drift into 


. 


; 





6-inch. lumber, finished in black with a 
Spanish design stenciled on with antique 
gold bronze. The center of each design 
has an upholstering tack to finish it off. 
The moulding at the top of window, which 
is not visible in the photo, was also finished 
in black and antique gold. Part of the face 
of the moulding has stipple work upon it, 
which takes away the plainness. The floor 
covering is of wall board covered with 
a gray Spanish leatherette, the corners of 
which are studded with the same style up- 
holstering tacks as used on the base board. 
These entire backgrounds were made and 
installed by our own display department. 
I failed to mention that anaglypta ship 
panels were also us<d in these backgrounds 
and behind the pilasters that divide the 
windows. 

For a change of scenery in our windows 
we quite often use grill paneled screens, 
which are changed in color and coverings 
according to the time and season of the 








year they are used. These, in my opinion, 
greatly embellish the displays. 

We use foliage only at the beginning 
of the different seasons, and then only spar- 
ingly. I am of the opinion that foliage. in 
men’s wear windows should only be used to 
embellish the display and to give it a little 
more life and color. As clothing is more 
or less of a cold proposition, it needs just 
a small amount to bring out the richness 
of the merchandise. As I stated before, I 
am of the opinion that’ many disp!aymen 
overdo their decorations. Mind you, I 
say this only of men’s wear, for, al.hough 


MERCHANDISE TRIMS—Cowgill’s win- 
dows exhibit simplicity of style and tasteful 
arrangement. In clothing he favors use 
of the ensemble, while furnishings are pre- 
sented in units calculated to develop color 
appeal, Women’s wear is displayed in 
lightly trimmed windows bringing the gar- 





ments out forcefully. 
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certain ways of fixing them merely because we get accus- 
tomed to that one way, and it is easy for us to do it quickly 
and accurately. But I have tried various ways of dressing 
a shirt form, and the one we usually use I find gives the shirt 
a very nice and attractive appearance. This way may not 
meet the approval of all displaymen, for I recall a conversa- 
tion I once had with a prominent displayman from the west 
coast. We were talking of different things and the subject 
finally got to the point of shirt displays and the way that we, 
in the north (as I was then in the north) dressed our forms. 
He said that they looked like so many dogs standing up in 
the windows with their front feet drawn up to them. He 
may have been right; nevertheless, my little “dog” forms 
continue to sell shirts for some reason or other. I do not 
say this sarcastically, only as an illustration. We drape 
out shirts smooth over the form, gathering up the surplus 
in the back and pinning it very tight. In this manner we 
get the shirt very smooth in the front and very neat. What 
has been pinned up is then made into a pleat in the back and 
this is drawn down and pinned at the bottom of the form. 
The tail of the shirt is then drawn up to the front and pleated 
to form a little fan and then pinned. The two small front 
pieces of the tail are pinned on each side of the little fan 
and a couple of small puffs are made of them. Next, we 
take the sleeves, also drawing them down smooth to about 
a level with the breast, and these are also pleated and pinned. 
Then the cuff is pinned either at top or bottom of first pin- 
ning. You now have a small surplus that can be worked up 
into a small, neat rosette. The boards are dressed in the 
same manner, so to speak, in that we always try to get a 
shirt perfectly smooth. I am of the opinion that many shirt 
windows lose their effectiveness through not being -put on the 
forms of boards devoid of wrinkles. If you want proof of 
this, try selling a customer a wrinkled shirt. Nine chances 
out of ten he won’t buy it. Hence, don’t show him wrinkled 
shirts in the windows. By observing the accompanying photo 
you can visualize our operations in dressing a shirt form. 
Motion in a show window is something that many stores 
have tried in ‘various ways, although I recall but one occa- 
sion where I have used it in a display to bring direct results. 
This happened to be in a neckwear window. We had in all, 
I believe about a gross of one pattern, and a very pretty one, 
too. With this range of ties we had a dress made of the 
same material, which was sent us by the manufacturer. We 
arranged a window and got a local girl to appear in it at 
regular intervals. She would hold these ties up for inspection 
and show cards that told the story about them. While the 
young lady was not in the window she was selling these ties 
inside the store. She attracted quite some bit of attention, 
and in a very short time practically the entire lot was sold 
out. This was just before Easter and at a time when everyone 
likes to “spruce up” in a new tie. The model was a very 


attractive little lady, who knew quite a lot of young fellows, 
who probably bought just because she was selling them out 
of knowing her. Then, again, as I have stated, the ties were 
of an unusual pattern, so I am not yet thoroughly “sold” on 
the idea that motion caused the sale of these ties. Another 
time we had a male beauty contest in our city. The winner 
of this contest was engaged to appear in our windows wear- 
ing several different ensembles, such as outfits for riding, 
golfing, swimming, and so forth. But, although we had an 
unusual number of people stop and look and block traffic, we 
could not trace a direct sale. Also when the “shorts” under- 
wear first became popular, we conceived the idea of selling 
it also to ladies and got a couple of pretty girls appearing in 
one of the local theatres to appear in our windows wearing 
this underwear. Oh, yes, siree, it sure did bring the crowds— 
but no direct sales. Of course, we didn’t expect them from 
this window, for it was merely a good publicity stunt. 

For a style show in your windows I think the live models 
are a fine attraction. This recalls to my mind what our ad- 
vertising manager said to me about something that I thought 
might be good to use in our windows. I was giving him my 
reasons why we ought to use it, because it would attract 
attention to our windows, etc., and he said: “Yes, I can 
put monkeys in the windows to attract attention, but the 
main thing is to sell goods.” So I am inclined to believe 
this about motion that it will stop people and attract atten- 
tion but will not produce direct sales. I may be wrong, 
but when I went to school we used to have to prove our 
answers in arithmetic, and I have yet to prove to myself that 
motion is a direct selling medium. 

Lighting is another very important element or item in 
modern display and a subject that has been cussed and dis- 
cussed (cussed mostly by the merchant who has to pay for 
the installing of it) more than any other factor in this great 
work. I’m not going to attempt to discuss what or what 
should not be done in show window lighting, first, because 
I don’t know enough of that; and secondly, because there’s 


.too many good lighting engineers being paid good money 


to tell you about it. But as it is said that “Better Displays 
Make the Passer Buy,” why couldn’t we say “Better Light- 
ing Makes More Passers Stop and Consequently Buy?” In 
our windows we use only overhead lighting with the newest 
types of reflectors. Flood lights are sometimes used if a 
special display is installed. Color screens are never used, 
as we are constantly trying to improve our lighting that it 
will bring out the true and natural color of a garment in the 
window. Don’t get the opinion that I don’t believe colored 
lighting is all right, for on some occasions it can be made 
to work wonderfully. 

In our windows we use 150-watt lamps on a twenty-four- 
inch center. But this is to be changed in the near future 
to a twelve-inch spacing using the same wattage. 
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Want to pick up $50? 











Try this simple experiment 
and tell us the result 


Select from stock an unadvertised garment such as 
a coat, dress or suit. 


Give it a unit trim and display the price prominently. 


If it is not sold within 2 or 3 days, buy an X-Ray 
Floodlight, No. 33, from your electrical man and direct 
a flood of white (or an appropriate color) light upon 
the garment from a suitable angle. 


Then simply add the cost of the floodlight ($12.00) 
to the price on the tag and note how soon the garment 
is sold. 


Repeat the experiment any number of times. 


To the displayman who writes the most interesting 
account of the sale, in not more than three hundred 
words, a prize of $50 will be given. The money will be 
awarded through the electrical man from whom you 
buy the floodlight for this contest. 


~~ All displaymen in the United States and Canada are 
eligible and letters must be mailed before midnight of 


May 1, 1928, to 























Curtis Lighting,Inc. 


Makers of 


eR 





1119 W. Jackson Blvd. 
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The Big Imitation 
of a Birthday Cake that 
Brought Five Thousand 
Prospective Patrons 
to The Fair's 
Anniversary Sale. 
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Birthday Cake Heralds Anniversary 


Giant* Fabrication Sparkling in White Icing Elicits Five Thousand 
Guesses on Weight and Helps Produce Store’s Greatest Sale 


By HARRY BURNSTEIN 


r 


UR twenty-fifth anniversary of successful 
merchandising was ushered in by an im- 
pre-sive silver jubilee sale that utilized 
both windows and advertising in an im- 
pressive manner. Not a stone was left un- 

turned to arouse public interest, and every event was 
handled with an order and thoroughness that resembled 
clock-work. Months spent in planning had enabled us 
to chart each development in advance, with the result 
that the sale was the greatest in the history of the store. 
A week before it was launched teaser advertising, 
showing merely the numerals, 1902-1927, appeared on 
every page in local papers, and two days before the 
celebration began the line, “Twenty-five. Years of 
Square Dealing,” appeared on every page. On the day 
preceding the sale 10,000 circulars were mailed and a 
double-page advertisement was used in the local sheets. 
Then the windows were called into action. Naturally, 
we wanted to stamp them with a birthday atmosphere, 
and to insure this appearance I made a birthday cake in 
three layers, each twelve inches high, making each layer 
separately and constructing it of wallboard. The bottom 
was thirty-three inches in diameter, the middle twenty- 
five inches and the top sixteen inches. Two round 
pieces of lumber were used for bottom and top of each 
layer, the top being held up by one by two inch supports. 
‘When we had made these strong and dependable we 
tacked wire screening around the layers, and to this 
affixed two coats of plaster of paris and on this placed 
a top coating of Textone. To give it the realism re- 
quired for public acceptance, we decorated the huge 
structure with real cake frosting, 


Display Manager, The Fair, Wausau, Wis. 


It was put into our window the day before the sale 
commenced, and simultaneously an announcement ap- 
peared in the local papers that twenty-five dollars would 
be given in prizes during the sale, and that the details 
of the contest could be learned from our windows. 
Here we used cards to inform the spectators that each 
of them would be permitted to deposit a guess on the 
weight of the cake in a ballot-box and the prizes would 
be awarded to those whose estimates were closest to the 
actual weight. Over 5,000 slips were collected in the 
box, the guesses ranging from eight ounces to nine 
hundred pounds. Before the prizes were awarded the 
cake was weighed in the window by two prominent citi- 
zens, and this extraordinary event naturally created a 
large amount of interest. So natural was the appear- 
ance of the cake, so well iced, and so apparently edible, 
that we were often asked when we were going to cut it. 

A week before our sale started, a leader, with “*1902- 
1927,” appeared on every page in a local paper, and two 
cays before the sale ‘Twenty-five Years of Square 
Dealing” appeared on every page. A day before the 
sale 10,000 circulars were mailed and a double-truck 
ad was used in the daily paper. Twenty-five cent items 
to represent our twenty-fifth year were used to the full- 
est extent. Our prices in the ad were twenty-five cents 
each, or two for twenty-five cents, five for twenty-five 
cents, a quarter-yard for twenty-five cents, or one-half 
yard for twenty-five cents, etc. The sale was the great- 
est in the history of the store. 

An idea of the write-up in the ad is given by the 
following excerpts : 

(Continued on page 66) 








VALHWHTH 


hy, 1 
UL 





IOVAVALUUO NUL teatciccrainsucceitcgtgusteei ate 


2 














March, 1928 DISPLAY WORLD 23 


iin 


LAA A 


m a n hn ,e q u 1 n ~ 
wReReE 


MADE OF UNBREAKABLE MATERIALS AND UNAFFECTED BY ANY DEGREE OF HE 4iT 


Vili 


TNA UTA UL 


HAQNANASUUHUGGNAAAA AAAGLAGGANNDAAUUUUAAUUAGLAL AAA GUAAR AT 
1 
Ul 


THRLULLLT LULA CUHTRTTHTT 


TMU UNTTAIUIIAIN RU ALUATURM MILA LTUORTIL AMIEL MITTAL RTT AT 


i] 
i) 





Display by W. H. Shafer, Chandler and Co., Boston, Mass. 


TULA 
NAAN 


INTERNATIONAL CLEARING HOUSE of NEW YORK, Inc. 303 Fifth Ave., New York City 
ILLUSTRATIONS ON REQUEST DISTRIBUTORS FOR U. S. A. 
700008 












SOUTHERN SMILAX (FRESH cUT) 
Extra fancy quality; extra 
heavy packed ; large size case. $ 1 0.00 
Half size case, $5.00 
SMILAX—Silvered or Gilded 
Two days’ notice required. 
Large size case ...... . $28.00 
Half size case, $14.00 
Grass Mats—Natural Green Color 
Extra fine quality; 
SO Re 5 OO c? xs $3.50 
Per Dozen, $29.00 
Prepared Oak and Beech Foliage 


Fireproof; green, brown, red; 
3 to 4 feet long; per pound ...... 40c 


Per Case of 50 Pounds, $15.00 














VERY HIGH 

Prepared Asparagus Y*2¥,21' 

Short length, 18” to 22” long, per 100 .......... $6.50 * 

Medium length, 24” to 28” long, per 100........... 750 sage. = 

Long length, 36” and up, per 100 ............... . 9.50 ie “ * ae 
Pa pas um . LARGE STOCK ALWAYS ON HAND. 

pe Pl sod PROMPT ATTENTION AND QUICK 

Fie ago le. a a a RR DELIVERY GIVEN ALL ORDERS, 

Metallic two-tone colors ......: Wor eta oe vole da 75 LARGE OR SMALL. 


THE KERVAN COMPANY 


119 WEST 28TH STREET NEW YORK CITY 
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A Plan to Clean Up Display Service 


A Program for Weeding Out the Misfits and Incompetents Increasing 
Confidence in the Window Medium and Faith in Installers 


By N. W. REYNOLDS 
The Window Display Service, Salt Lake City, Utah. 





In the following article Mr. Reynolds puts forward 
the suggestion of a plan for establishing standards of 
ability and efficiency for display services through the good 
offices of the DISPLAY WORLD. Under the plan that 
he enunciates, a sharp line of demarcation would be drawn 

~ between the high-grade functioning service organizations 
and the less staple and competent organizations. Listing 





THE DISPLAY WORLD INVITES AN EXPRESSION OF YOUR VIEWS 


and association of the approved services and united effort 
to convince the advertiser of the wisdom of confining his 
contracts to the group would follow. 

The DISPLAY WORLD willingly supports all move- 
ments tending to improvement of conditions among dis- 
playmen and will welcome expressions of opinion upon 
Mr. Reynolds’ project from the display service men. 


~ 














E service men are a bunch of “boneheads” more 
or less. This is plain talk, “turkey talk,” as 
some would term it, but isn’t it true? Think 
of what goes on under the name of display 
service, then think of what you have done to 
check it. Let me prove my points. 

Every day we hear of-some “would-be displayman,” some 
“fly-by-nighter,” getting a contract that he can’t fulfill, This 
man not only ruins his own prospects, but stains the whole 
display service profession, for he has disappointed an adver- 
tiser who does not distinguish between him and the profes- 
sion as a whole. 

Here are some instances of situations that give the adver- 
tiser an unfavorable impression. An advertiser of a self- 
raising flour ordered some displays, asking the local broker 
to take charge. This fellow had a salesman who influenced 
him to let the latter’s small son make the installations after 
school. Of course, this inexperienced and untrained boy 
made a failure of the campaign and created an unpleasant 
feeling between dealers and miller. 


In another case, a window helper with four months’ ex- 
perience in a drug store was “let out.” This store does some 
wholesaling and urged the young man to enter the display 
field, promising him all the help possible. He got a cigarette 
account, then another account for a well-known “baby” pow- 
der. We saw but a very few of these powder displays, but 
those we did see were exceptionally poor and not one was 
placed in a really good location. We saw them in side win- 
dows of poorly located stores, in grocery stores in the 
suburbs where a few drug package items were kept, and 
others sandwiched between two cigarette displays. Of course, 
the young man did his best, but it wasn’t very good, and he 
met with stiff competition in securing locations, as he found 
that the best were contracted to another service. 

A second-rate scenic artist thought that he would start 
a service. His first contract came through a friend, who 
represented the artist to his firm as “A-1.” After securing 
the contract he “couldn’t deliver”—he couldn’t even get the 
locations. 

Many manufacturers depend upon their local representa- 
tives for placement of contracts for display installations in 
their territory. Usually some relative, or friend, or friend’s 
son, gets the chance to make a little “pin money.” The 
writer knows of a case where a salesman gave a contract to 
a friend who was sixty-five years old, and who never: had 
been in a display window before. 

Now, fellow-service men, don’t you think that we are 
“boneheads” to permit such things to go on and let others 
make our profession a thing for the advertisers to look upon 
with misgivings? We have but ourselves to blame if pros- 


pective clients regard us as unreliable. What have we done 
to correct the idea that display services, as a whole, are not 
functioning properly? You might think that you are safe 
and above reproach and that the advertiser gets all that he 
is paying you for. But you alone can’t convince an adver- 
tiser that he should make a batch of display material and 
give you a contract. When he goes in for windows he wants 
to cover his full logical territory; and if you don’t try, you 
can’t prove to him that windows are the best medium that 
he can use. 

It is suggested that the DISPLAY WORLD be petitioned 
to conduct a survey of display service, weighing them accord- 
ing to competency and establishing a list of those showing 
proper standards of efficiency. Inclusion on this list would 
be dependent upon proof of compliance with requirements 
approved by ten display services in different parts of the 
United States, the chief requisites being a list of clients, proof 
of ability and integrity, and pictures of five displays. 

This list would be published in pamphlet form with in- 
formation pertaining to display service business and would 
be distributed among national associations of manufacturers, 
brokers, advertisers, etc. 

Members of the list would have access to a subscribed 
number for their own use and a seal would be created and 
used to designate members. The DISPLAY WORLD would 
publish the pamphlet and distribute it, also creating a de- 
partment for publication of the names and locations of the 
members. The magazine would also carry one or more 
articles each month of interest to the service business. These 
articles would be obtained from members of the list. 

The DISPLAY WORLD would furnish each member, 
free of cost, an electrotype of the seal, circularize buyers of 
window service, informing them of the outcome of the survey 
and urging them to consult the list for names of responsible 
services. 

Members would write such articles as were requested, 
boost the DISPLAY WORLD, put the seal upon their sta- 
tionery, and build up display service as a field. 

Displaymen, let’s get together now and boost our profes- 
sion until we have the confidence and respect of those upon 
whom we depend for a living. 

Right here we must consider a very important thing: We 
must get together and place our profession on a higher 
plane. We must raise the standards of the profession and 
convince the advertiser of the intrinsic value of window dis- 
plays. If we don’t, the school boy, the old friends, the 
“would-bes” and the “fly-by-night artists” will undermine 
our efforts and business. 

The writer has written many letters to other services 

(Continued on page 49) 
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THE ADLER-JONES CO. 
649 S. Wells Street 


Artificial Flowers—Decorations 


THE BODINE-SPANJER-JANES CO. 


1160 Chatham Court 
Distinctive Display Decorations 


BOTANICAL DECORATING CO. 
319-27 W. Van Buren Avenue 


Artistic Decorations & Artificial Flowers 


CHICAGO CARD BOARD CO. 
666 Washington Blvd. 


Art Poster Card and Mat Board 


CURTIS LIGHTING, INC. 
1119 W. Jackson Blvd. 


Complete Equipment for Lighting Effects 


CURTIS-LEGER FIXTURE CO. 
239 W. Jackson Blvd. 
Wax Figures and Display Fixtures 


DISPLAY WORLD 
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Chicago affords the most complete Display Equipment’ and Decoration Market in the 
World—Time and money may be saved, and the best that decorative genius creates cas 
be obtained in Chicago at prices that can not be duplicated—quality considered. 
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THE D. J. HEAGANY MFG. CO. 
1123 W. Washington Blvd. 


Metal Display Fixtures and Card Holders 


INTERNATIONAL REGISTER CO. 
13 South Throop Street 
“CUTAWL” Decorative Cutter 


THE KOESTER SCHOOL 
314 S. Franklin Street 


Display and Card Writing Instruction 


PAASCHE AIR BRUSH CO. 
1902 Diversey Parkway 


Air Brushes and Accessories 


REFLECTOR & ILLUMINATING CO. 
1417 West Jackson Blvd. 


Lighting Equipment for Show Windows 


SILVESTRI ART MFG. CO., INC. 
1035 Orleans Street 


Bakard Compo Display Creations 


Endorsed by most critical and discerning displaymen and merchants 
everywhere—and recommended to progressive purchasers by the 
Buyers Service Bureau of The DISPLAY WORLD. 


Write for Catalogues! 
Copyright, 1924, by The Display Publishing Ce. 
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What About Your Next Hosiery T'rimr 


Stockings Are Bought Every Week Day in the Year—Are You 
Getting Full Benefit From Your Dealer Helps? 


By EDWARD E. O’DONNELL 
Display Manager, Sisson Bros.-Welden, Binghamton, N. Y. 


APID increase in hosiery sales during the 
past few years can be attributed to several 
reasons, among these the demand for 
chiffon hose, and the phenomenal increase 
in preference for the lighter shades. The 

writer easily recalls the situation prevailing a few years 

ago when the usual display consisted chiefly of black 
hose with a sprinkling of brown and gray to add color. 

How sharply this contrasts with the mode of the mo- 

ment and its emphasis on light colors. 

It is said that the expenditures for silk hose are 
more than twice the volume spent by men on clothing 
and furnishings. American women spend more than 
twice as much for these choice silk stockings than they 
do for millinery. 

The fine gauge hose has a very short life, and for 
this reason the turnover in stock is very evident. Price 
is one of the biggest factors in hose merchandising, and 
the store that does a large volume and increases its turn- 
over is the one that features well-made stockings retail- 
ing at moderate prices. The average woman desires a 
stocking that will be silk from top to toe and priced so 
as to enable frequent buying. 

Here at Sisson’s we arrange to have a display of 
hose on view nearly every week in the year, as we find 
that this advertising medium greatly helps the depart- 
ment. 





' 


The Wax Figure Adds Human Interest to the Display and the Dealer Helps Lend Attractiveness 





As illustrated in the accompanying picture of a dis- 
play recently installed, we often use but a single brand 
in a trim, because we find that this creates a sharp de- 
mand for the hose. Customers will come in and ask for 
the same colors as shown on the forms in the display. 

In the trim that is illustrated excellent use was made 
of manufacturers’ display material, McCallum’s posters 
adding greatly to the attractiveness of the display and 
serving as a background for the wares. To strengthen 
the effect of the presentation, we used one of our finest 
sales figures, together with an imported mannequin 
holding a life-size hose form. Sisson’s import many of 
these little novelties, and the attention they attract is 
surprising. 

To insure the most complete tie-up possible with 
display and advertising, we installed a series of neat 
trims on ledges and in glass cases in the hosiery section, 
using many of the same numbers that were on view in 
the window. This plan has proved extremely valuable 
in keeping this department abreast of its opportunities 
in sales and volume. The attention that is won for the 
product by a strong window display is not permitted to 
pass through oversight. The moment that the prospec- 
tive patron enters the store our interior displays begin 
the work of converting her interest into sales, seizing 


upon her initial interest and maintaining it until the 


sales women can get into action. 
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Proof that You Can Be an 
Expert Display Man, 
Card Writer and Advertising Man 


During the past twenty-three 


years The Koester School has 
Koester Graduate taken young men and women from 


Does Exhibit Work all walks of life, made them into 


expert displaymen, card writers 


for U. S. Government and advertising men. 
Over 15,000 students have grad- 





After graduating from the Koester School, Mr. uated in this period and we have 
Guy Smock took charge of the show windows of letters from thousands of them 
Joyce-Pruit Co. Chain Department Stores in Eastern ° : 

New Mexico and worked for them over ten years. telling of their success. 

This experience, coupled with his Koester School Hundreds of these letters are 
training, enabled him to accept his present position Z ‘ 

with the U. S. Department of Agriculture, doing contained in our newest catalogue 
a and Poster work, as designer, colorist and along with pictures of the boys, 


the stores they work in and ex- 
in lettering. in color scheme and in designng. Itis. | amples of their work. This makes 
a great compliment to Mr. Smock’s ability. a valuable book for every display- 
Guy Smock man to possess. 

You, too, can, in a few short 
weeks, gain that knowledge at the 
Koester School that will practically 
Three First Prizes in Gossard Corset window disp!ay contest covering United States double your pay. There is nothing 


and Canada. ; remarkable about this as is testi- 
First Prize in Humming Bird Hosiery display contest for Southwestern states. | ~ 9 ’ : 
fied by our 23 years’ experience 


First Prize in Corticelli Silk window contest for Southwestern division. 5 
and the experience of our 15,000 





Wins Many National Contests 


While with Joyce-Pruit Co., Mr. Smock won the following prizes for best show 
windows: 


Mr. Smock Says graduates. 
The Koester School— There are certain ways to at- 
Have always given you credit for my success in the display and card writing field. tract attention to show windows 
Before I went to the schoo! I thought I was pretty good on cards, but your instruction - : 
took out all the kinks. Government “‘lettering’’ that I do now has to be above the aver- | arouse interest and make sales— 


age and I can do it easily, thanks to you. : : oe 
Se certain ways to outwit competition 


and get results—certain ways to 
show merchandise to 
advantage and how 
to plan your back- 
grounds. 

There are certain 
mechanical principles 
that must be followed 
—rules of composi- 
tion and color. 

Once you know 
these secrets of the 
master displayman, 
you can duplicate the 
remarkable successes 
that the Koester Sys- 
= tem has been respon- 
i ints Bie re ———. ~ sible for. 


Wishing you continued success, Yours truly, Guy Smock. 














Prize-winn'ny Gossard contest window placed by Mr. Smock for Joyce-Pruit Co., Roswell, N. M. Write for Catalogue 


Today 
The Koester USE THIS COUPON 


The Koester School, 314 S. Franklin St., Chicago. 


S Please send newest school literature. 
chool ao ee | 
314 S. Franklin St., 

Chicago 
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Hosiery Display Installed at Cobacker’s by Mr. Hilton, Using Dealer Helps to Good Advantage 


Display Along the Pacific Coast 


Some of the Facts I Learned and Some of the Men I Met During 
Eighteen Months’ Sojourn in California 


By JACK HILTON 
Display Manager, Cobacker’s, Des Moines, Ia. 


VERY now and then I strike displaymen 
here in the middle west who have the Cali- 
fornia fever, and, because of their interest 
in the chances for work in the great coast 
state, I have been asked to describe the 

the California situation as I actually experienced it while 
there for a period of eighteen months. 

With its wonderful roads and orange groves and 
sunshine, the state is one of the beauty spots of the 
United States. Great streams of people are constantly 
going there, attracted by the glowing reports that they 
have heard about the climate and conditions, and there 
are constantly hundreds of motor cars going and coming 
each way in and out of Los Angeles. The easterner is 
anxious for information about the city, and others ask 
about the condition of the roads east. In California 
the automobile license only costs you three dollars for 
any make of car, but that’s about the only thing they 
gave away while I was there. Living is reasonable and 
clothing is about the same as anywhere, but I would 
advise the displayman who is thinking of heading west- 
ward to stick fast where he is and think twice before he 
throws up his position, for jobs are as scarce as hen’s 
teeth in California, and I don’t mean “perhaps.” 

Los Angeles is a hard place for a stranger, as I have 
said many a time—a sort of “dog eat dog” locality. I 
don’t say this in the spirit of a “knocker,” but I am 
giving you the “dope” as I experienced it myself—and 
it cost me plenty, boys. 

_ Ihave visited most of the film studios at Hollywood, 
and can’t say they are anything unusual. Many people 
are disappointed with these highly advertised picture 


factories, as they are crowded every morning at the 
casting offices with all sorts of humanity looking for a 
chance to make a couple of dollars. Hollywood itself, 
however, is a very attractive city, with every store front 
right up to the minute. 

The windows in Los Angeles are beautiful, and the 
city is known as the locality that boasts high-class dis- 
plays. Being a men’s wear trimmer, I will start in with 
these stores, and say that I was very much impressed 
with Silverwood’s, located at Sixth and Broadway, 
where E. M. Dickerson displays some extraordinary 
talent in handling men’s wear. I could truthfully say 
that Dickerson exhibits the finest workmanship in this 
field to be witnessed in Los Angeles. Just across the 
street from this store is the establishment of Mullen & 
Bluett, and Scott L. Crail must be complimented for 
the new color ideas and settings he uses there. Mullen 
& Bluett have one of the finest apparel stores in. the 
west. A couple of doors away is Desmond’s, another 
large organization, which seems to display more college 
settings than any of the others. 

In the department store field the May Company 
windows are a treat for any displayman in any line. 
Carl Ahlroth, the display manager, is perhaps the most 
successful eastern displayman now in Los Angeles, and 
he is a fine fellow, who always has time to visit with a 
newcomer, while the majority of display bosses are too 
busy to be bothered. He showed me all through his 
wonderful display department, and I certainly ore 
the opportunity. 

It seems like the whole world is in Los Anpibes at 
noon when you tramp “along across Sixth and Broad- 





M 


we 
the 
Ov 
do 
mc 


sul 
is ( 


SOF 


all 

few 
trol 
cro: 
frie 
nov 
Los 


witl 
the 

play 
beca 
ther 
( ld 

bein 


pay 
locat 
are ¢ 


an en 
sale. 
Se 
Charl 
buyer 
ingly 
Hilsto 
over | 
only sg 
comme 
Dey 
“ace” 
empha 
display 
which 
constay 
this ef 
as an 
tomer— 
in quar 
It is 
Cherry 
Cialize¢ 
for the 
aptness 
Other n 
playmer 


“T m 
help to 
Fayette 











March, 1928 


way. If you are ina hurry, you simply have to get into 
the street to make any speed. While the city has well 
over a million population, the stores do not seem to be 
doing a rush business. Sales are as frequent, if not 
more so, than in any of the eastern cities. 

The displaymen at the Broadway Department Store 
sure do get plenty of night work, as this establishment 
is out for volume, always “‘saleing’”’ and smashing prices. 

Drug stores are handled very artistically, as there are 
some wonderful artists on crepe paper in the territory. 

There are a great many old friends out there from 
all over the middle west. There is W. G. Toll, who a 
few years ago was displayman at Frank & Seder, de- 
troit, and was headed for Phoenix, Arizona, when I 
crossed his path. Over at Silverwood’s I met my old 
friend W. J. Randolph, formerly of Peoria, Ill, and 
now assistant to Mr. Dickerson. Randolph says he likes 
Los Angeles, but I told him that he could “have it.” 

Down on Los Angeles Street I visited many a time 
with Bert A. Landers, who is the dean of fixture men on 
the Pacific coast. Mr. Landers has placed many a dis- 
playman in good positions, and this is no soft task, 
because, as I said before, jobs are none too plentiful out 
there in sunshine land. 

I am glad, indeed, to be back in the middle west near 
old Chicago and the boys who are my friends. And, 
being here in Des Moines, I must take this occasion to 
pay a compliment to the clever displaymen who are 
located here and to the wonderful stores in which they 
are employed. 





Animated Hosiery Trim Sets Record 


Lowell (Mass.) Displayman Achieves High Sales 
Volume with Window Stressing Quantity Buying 


HE results of careful planning and proper coopera- 
tion between display manager and hosiery buyer 
were strikingly exemplified when Cherry & Webb 
Co., of Lowell, Mass., sold all but a few dozen of 

an entire quantity of 2,234 pairs of stockings during a-recent 
sale. ; 

Several elements contributed to the success of the event. 
Charles H. Walker, remarkably successful young hosiery 
buyer for the Cherry & Webb store, accomplished the seem- 
ingly impossible in providing the values, but it remained for 
Hilston J. Tweedie, display manager, to help put the sale 
over by a very novel and unique window display, which not 
only sold merchandise but attracted considerable favorable 
comment for its originality and method of execution. 

Departing from the general store policy for this sale, the 
ace” window was made purposely “stocky” and “saley” as 
emphasis to the importance of the event. A feature of the 
display was a rotary wheel on the center of the window, on 
which were attached boxes of hosiery. This wheel was kept 
constantly in motion. The value of motion in a window by 
this effective means accomplished a two-fold result: First, 
as an attention-getter, and second, a suggestion to the cus- 
tomer—the advisability of purchasing these exceptional values 
in quantity—by the box. 

It is masterful displays similar to this which have helped 
Cherry & Webb’s to achieve section-wide dominance in spe- 
cialized departments such as stockings. Mr. Tweedie’s flare 
for the novel and original and his remarkable mechanical 
aptness have won for him the admiration of not only the 
other members of the Cherry & Webb organization, but dis- 
playmen in other stores as well. 


“ 





“I must say that the DISPLAY WORLD has been a great 
help to me and is worth doublé the price.”—M. ADELSON, 
Fayetteville, N. C. 





DISPLAY 


, 239 'W. Jackson Blvd. 


WORLD 29 








Jashion Models 
for your window 


Garment manufacturers use only the most beautiful, per- 
fectly formed fashion models for showing their styles. They 
fully realize that the garments are enhanced in the eyes of 
buyers—made more desirable—when worn by attractive 
models who have the knack of wearing clothes. A gown 
draped over a chair or table could never be as appealing. 


The prospective buyers who daily look in your windows 
have exactly the same reactions. A gown, displayed on a 
beautiful wax figure, has the added appeal of a perfect set- 
ting. It is shown at its best. It exerts its maximum sell- 
ing power—and SELLS! 


The wax mannequins of Pierre Imans’ are strikingly 
beautiful. He combs the world for its most beautiful women 
and then reproduces them with the faithful hand of a true 
artist. Only Imans, with his marvelous ability, can create 
this finest-of-all wax with all of its natural vivacity, deli- 
cate colorings and true-to-life expressions. 


Let Imans’ Wax Mannequins animate, enhance, enrich and 
SELL your garments. 


Pierre [mans’ 
Wax Figures 


for 








buntis-Leger Fixture ba 


Established 1869 
Chicago, U. S. A. 
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Three Fundamentals for Furniture 


Effects of Color, Symmetry and Clarity Upon the Display Determine 
Its Ability to Impress Passers—Groups With Suggestive Values 


By PRYCE BYRDSLEY 
Display Manager, Piggott’s, Inc., Bay City, Mich. 


HERE are three fundamental rules in fur- 
niture display which I follow, namely, 
color harmony, balance and simplicity. 
These three primary rules are so impor- 
tant that if they are followed closely an 

attractive window is almost sure to result. 











First, color (either through lighting effects or ma- 
ter_als) is very important, because it not only attracts 
attention and holds interest, but, if artistically handled, 
adds beauty and life to the display, especially now, 
when color is being used so extensively. 


Second, balance is 


the characteristic that focuses 
attention on the window. If 
the exhibit is properly balanced 
it is always pleasing and restful 
to the eye. 

Third, simplicity enhances 
the beauty of the view, accentu- 
ates each article and gives the 
looker an opportunity to per- 
ceive the individual articles. 
Simplicity is the keynote of all 
good display windows. 

Furniture displaymen will 
find that a knowledge of interior 
decoration is indispensable in 
their work, because it will give 
them an understanding of color 
harmony, balance, period de 
sign, floor coverings, lighting 
fixtures, window treatment, 
decoration and style. 

Furniture windows should 
present a home-like atmosphere. 
Have the windows spotlessly 
clean. Design your displays 
several days in advance and 
have the merchandise in readi- 
ness beforehand. See that the 
pieces are brushed and _pol- 
ished, as the case may be, be- 
fore they are put in the win- 
dow. Take particular note that 
the furniture is properly placed, 
pictures and draperies hung 
perfectly and shoe prints re- 
moved from the floor cover- 
ings. Finally, view the window 
as a whole and see that the 
smallest details have not been 
overlooked. 7 





EXPOUND FUNDAMENTALS— 
These Byrdsley windows expound 
the fundamentals. The top (A) 
shows good balance in arrange- 
ment and clever relation of deco- 
rative pieces. The center (C) re- 
cords the glamor of color; these 
rugs. started selling the moment 
they went on display. The base 
(B) reflects the value of simplicity 
in style. 
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In the photograph (A) notice how all the elements 
balance, as they are in scale and keeping with each 
other. For the background I have chosen old ivory 
walls and English chintz draperies to decorate the 
window, as this harmonizes with the scheme of the 
room. 

The spinet desk, chairs, gateleg table, Coxwell chair 
and pie-crust tilt-top table are harmonious elements, 
inasmuch as they are from the early American period. 

To add warmth to the room, there is an artificial fire 
in the fireplace, fed from the wicker wood basket which 
is beside it. This nook is completed by an old ship 
model that adorns the mantelpiece, flanked by the pot- 
tery and lighted by electric candles. 


Oblong and oval hooked rugs are placed in such a 
manner as to cover otherwise vacant spaces. Candle- 
sticks, bridge lamp, smoking table and sewing cabinet 
complete the display. The window as a whole was de- 
signed with a view toward simplicity, attractiveness, 
and, as a matter of fact, achieved its purpose in bringing 
customers into the store. 

Photograph B shows a bedroom setting, which, 
through its simplicity, reflects an air of refinement, 
comfort and restfulness. The rationale of a bedroom 
centers around sleep. There should be no discordant 
notes, such as colors that clash, bright lights or distract- 
ing objects. 

Thus the blue grey walls lend softness to the dra- 
peries, which are of subdued tints of blue, rose and 
yellow-striped shiki. The hanging back of the bed and 
the bed spread are of blue and rose taffeta, which form 
a pleasing contrast with the silk pillows piled at the 
head of the bed. The yellow bed lamp casts a soft glow 
on the ensemble. 

Notice such little items of thoughtfulness as the foot 
pillow, night set (on the opposite side of the bed) to- 
gether with the vase of apple blossoms and cologne 
hottles which repose on the combination vanity. 

The complete display is cradled on the yielding sur- 
face of a room-size Chinese rug done in a blue field 
with a gold border. 

Photograph C shows a gorgeous display of Oriental 
and Chinese rugs, comprising every imaginable color. 
There are approximately $15,000 worth of rugs exhib- 
ited, a large number of which were sold the first day 
they were on view. 

Here are some interesting little groupings that I 
have found to be very beneficial in selling furniture, 
because of their suggestive value. Of course, they may 
he used throughout the store or in the smaller display 
windows : 

(a) Coxwell chair and ottoman, bridge lamp and 
side table with smoking set. 

(b) Spinet desk with writing material, desk chair 
and desk lamp. 

(c) Fancy upholstered chair, junior lamp with silk 
shade, piece of silk damask draped from the back of the 
chair over the arm and to the floor. Probably a silk 
pillow beside the chair. 

(d) Hooked rug, ladder-back chair, butterfly table, 
‘oot stool, and a piece of chintz might be used as the 
background. 

As you work along you can discover many more 
‘teresting little settings. 
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Cornell 


Panelized Timber 


---the ideal board 
for effective displays 


ORNELL WOOD BOARD meets 
the many requirements for con- 
struction of display properties— 
such as backgrounds, set pieces, deco- 
rative units, cut-outs and many others. 


It comes in rigid sections, 32 and 48 
inches wide—and in lengths varying 
from 6 to 16 feet. 


Cornell Wood Board is practical, eco- 
nomical, and easy to work with. It has 
a heavy coat of varnish sizing, which 
provides a splendid surface for any 
type of decoration. 


Try Cornell on your next display pro- 
duction and learn why it is superior for 
this kind of work. 


Your lumber dealer can supply your 
needs, or write us for free samples and 
further information. 


CORNELL WOOD 
PRODUCTS COMPANY 


190 North State Street Chicago 
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A Fleeting Glance at the Forbidden 


Old Curiosity A ppeal Whets Passer Interest for Small Town Store 
and Launches Department With Volume Sales 


By H. W. SCHRIMSER 
Display Manager, Russell Bros., Warrensburg, Missouri 


OSIERY is a staple that can be shown 
every week in the year, for there is a con- 
stant demand for it, a constant replacement 
of thin and sheer chiffons paradoxically 
“put out of the running” by running or 

rendered not “worth a darn” by the reckless attack of 
pinching footwear. 

It is not a simple task for the displayman, especially 
the man who serves a small city store, to keep his 








had not handled any line of ladies’ hosiery, and conse- 
quently had a very good chance to test its strength as 
an advertising medium. 

Our window was simply a new version of an old 
theme, a glimpse of the concealed and repressed, a flash 
of the risque. In the center was a shadow box in which 
was placed a pair of hose forms dressed in hosiery, a 
light behind them and a spotlight trained on them in 
front. They were placed behind a curtain lowered just 





The Saucy Maid With Face Concealed Who Startled Warrensburg and Made Russell Bros.’ Hose Sale a Success 


hosiery trims refreshingly new in design and arrange- 
ment. They follow each other in such rapid succession, 
involve the same class of merchandise and the same 
colors, and call: for the use of such similar fixtures and 
furniture, that he has to think hard to avoid a constant 
repetition of virtually similar windows. 

We present as an illustration of a means of varying 
these trims a scheme we used recently in one of our 
show windows. It might not have proved startling in 
larger cities, but in our town it was daring, and, being 
different, won attention and brought results. Not only 
did it attract attention, but it also reaped sales success, 
as it sold dozens of pairs of Gotham hosiery during the 
time that it was on view. Previous to this display we 


far enough to suggest concealment of the remainder of 
the limbs. It was as though a dainty girl was com- 
pleting her toilette behind those drapes, her silk-clad 
legs proclaiming her presence. 

The scheme has been tried scores of times, each 
displayman attempting it finding new ways of ar- 
ranging the setting. I have never heard of a store 
that failed to get results with the trim. 

The color scheme was carried out in black and gold, 
with several shades of blue to give life to the arrange- 
ment. All in all, it was a very successful merchandising 
stunt, and well worth the consideration of the timid 
merchant who hesitates to attempt anything off the 
beaten path of window trimming. 
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L. K. COMSTOCK & CO. S.J. CHAKOW 
Electrical Contractors Electrical Engineer 


HOLABIRD & ROCHE, Architects 


New 
PALMER HOUSE SHOPS 


tlluminated with 


Sterling Reflectors 


THE EXCLUSIVE Retail Shops in the 
PALMER HOUSE, Chicago’s finest 
hotel, located in the heart of the city, 
are equipped with Sterling Reflectors, 
which most fittingly harmonize with the 
high character and splendid reputation 
of everything in connection with this 
widely known and popular hotel. 


In all of the State Street, Monroe Street, 
and Wabash Avenue shops this Sterling 
installation is a magnificent exhibition 
of what modern and efficient Show Win- 
dow lighting can accomplish in attract- 
ing the public and promoting sales. 


Reflector & Illuminating Co. 
Representatives in All Principal Cities 
1403 JACKSON BLVD. CHICAGO, U.S. A. 
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And Now It’s the I. A. D. M. Emblem 


Philadelphia Club Rises to Remark That Pretty Little Button Not Only 
Shocks the Grammarians, But Taints the Society With Illegitimacy 


By GEORGES De VERRY 
Secretary, Display Guild of Philadelphia, Philadelphia, Pa. 


(From a Report Submitted to the Club and Forwarded to the I. A. D. M. Officers) 


HE shield of the I. A. D. M. is incorrect from 
the standpoints of grammar, of heraldic sig- 
nificance, of ethics, and of implication, this 
fact being discernible at first glance. In design- 
ing an heraldic device to use as a symbol for 
purpose and posterity, there are many factors 

to be consirered other than the choosing of a pleasing design, 
or appropriate words and phrases. Following is an outline 
of the errors so apparent in the shield of the I. A. D. M. 

Grammar.—To define the aim of the association, the 
shield bears the words, “Artistic, Methodical, Distinctive, 
Initiative.” The first three words are not the same gram- 
matical parts of speech as the fourth, inasmuch as “artistic, 
methodical, distinctive” are adjectives, while “initiative” is 
a noun. In order to be consistent these words should all be 
the same parts of speech. In this case it is preferable (if 
it is at all necessary to use the words) that they be nouns 
and read thus: “Artistry, Method, Distinction, Initiative.” 
In this event one would easily understand the allusions to be 
“The association and its members have artistry; they have 
method; they have distinction; they have initiative.” This 
point in grammar is covered by a fundamental rule, and to 
inconsistently use varying parts of speech betrays a lack of 
knowledge of grammar. 

Implication—To illustrate initiative, the shield bears 
various guiding instruments, such as a tee-square, a rule, 
a compass, etc. These instruments are used, as we are all 
aware, in instances where the employment of free-hand is 
prohibited and a line must be made according to rule and 
rote. On the other hand, the dictionary refines “initiative” 
as “self-reliant enterprise; the right or power to introduce a 
new measure of course or action; the ability to institute 
new rules for an undertaking.” In line, therefore, with these 
definitions, guiding instruments are not related to initiative, 
inasmuch as the latter's implication of self-reliance is nulli- 
fied by the former’s implication or set rule. 

A palette with brushes and paints illustrates the idea of 
artistry. The idea in itself is satisfactory, although common 
in usage, but a technical error appears in the illustration, 
which, although not of great importance, is worthy of passing 
mention. The error is this: The colors on a palette are never 
laid on the end near the thumbhold because they then would 
interfere with the artist's fingers where the palette is grasped. 
The colors should appear farther down on the illustration of 
the palettes; that is, at the side ond not above the “A.”. 

Ethics—Method is illustrated by what appears to be two 
money bags. Inasmuch as a money bag is an entirely com- 
mercial factor which has a significance entirely its own, there 
is no doubt that it does not find a place as an important 
part of a symbol of an association, whose first considerations 
are artistry, fraternalism and education. Again, money more 
than anything else is not a methodical commodity; it is, 
rather, an erratic factor dependent on a multitude of circum- 
stances and conditions. Objections to the use of the design 
in this quarter of the shield are numerous, but it will suffice 
in this quarter of the shield are numerous. 

Heraldic Significance—Heraldry is a science and art in 
itself and heraldic devices contain meanings, allusions and 
significances that are dependent. on each line, angle, curve, 
color and design they display. The beginnings of heraldry 
lie in the days of Babylon. Its traditions have traveled prac- 
tically unchanged through the ages. One versed in heraldry 
can tell at a glance the history of the shield he sees—he 
knows that another one which is entirely similar with the 





AN INSTANCE OF THEIR ARTISTRY 


Philadelphia, February 25, 1928. 

MR. CHARLES R. ROGERS, 
Editor, DISPLAY WORLD, Cincinnati, Ohio. 
Dear Mr. Rogers: : 
| In your communication of February 14, you expressed the 

hope that you would have frequent opportunity to reflect the 
art and craftsmanship of Philadelphia displaymen—here, then, 
is the first instance of the alertness and artistry of the Display 
Guild of Philadelphia (formerly the Philadelphia Association of 
Displaymen), affiliated with the International Association of 
Display Men. 

The attached report explains in detail that the shield of 
the I. A. D. M. is inaccurate. The matter was discussed at the 
last meeting of the Display Guild, and the members, being con- 
scientious displaymen who recognize the inconsistency of being 
represented by a symbol that is contrary to the rules and 
standards of the arts, have voted unanimously that the matter 
be brought before the attention of the I D. M. executives. 
This has been done, and we ask your cooperation in the matter 
by publication of this letter and the atached report in your 
forthcoming issue. Sincerely yours, 

(Signed) GEORGES DeVERRY, 
Secretary, Display Guild of Philadelphia, 
D. 


affiliated with the I. A. M. 
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exception of an apparently small detail differs from the first 
just because of this small detail. Heraldry is, therefore, by 
no means a hit-or-miss undertaking. Concerned as we are 
with the shield of the I. A. D. M., these are the errors in 
heraldry most prominent: The shape of the shield, the bar 
or baton bearing the words “Display Advertising,’ and the 
coloring of the quarters. 

Shape. particular curves now used are of Italian 
and German origin. It goes without saying that there is no 
definite reason why one should go to these sources for the 
shape of the shield, when, being an American association, 
the shield of the Great Seal of the United States presents an 
outline most pleasing and significant. 

Baton.—This is the portion on which the words “Display 
Advertising” appear. In heraldry, the size and position of 
the baton has an important bearing on its meaning. When 
drawn reaching from the lower left quarter to the upper right 
quarter, but not touching the ends of the shield, then the 
meaning conveyed is that of ILLEGITIMACY and the posi- 
tion of the baton is called “sinister.” The baton on the 
I. A. D. M. shield appears in this position, implying that the 
association is not legitimate. Clearly this is an implication 
which shadows the dignity of the I. A .D. M. Obviously a 
sign of illegitimacy is entirely inappropriate and undesirable 
on a shield which symbolizes an association representing as 
estimable, as worthy, and as honorable a calling as display. 
advertising. 

Color—The color of orange in the quarter of “Method” 
is incorrect, inasmuch as this color never appears in heraldry 
The only permissible colors in the rules of heraldry are silver 
or white, gold or yellow, blue, red, black, purple and green. 
The colors of “tenne” and “sanguine” (known to us as orange 
and resembling the color of cold blood) brought in by the 
pedants to bring the total number of colors to the mystical 
number of nine may be disregarded. It is difficult to under- 
stand why, with the seven colors first mentioned to choose 
from, a shield cannot be made whose coloring is more pleas- 
ing and harmonious than the ones now employed. 

In directing these points to the attention of the associa- 
tion, the intention is one of constructive criticism. As repre- 
sentatives of a profession which is of such paramount im- 
portance in the progress of modern times, it is essential that 
the symbol we choose to represent us convey the ideals, the 
high purposes and the worthy spirit of the I. A. D. M. 
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IMITATION FOOD PRODUCTS 


FOR WINDOW AND COUNTER DISPLAYS 





Some of our food reproductions, each one fully as attractive and natural as the actual , 
product. The entire line consists of hundreds of items. Others can be made to order. 


We are the exclusive manufacturers of perfectly They are superior to the use of actual mer- 
natural and life-like reproductions of all kinds of food chandise for various reasons, will compel at- 
products. On quantity orders special designs are devel- tention, create desire and promote sales. They 
oped, mounted on pedestal with name and trade-mark. —_ are economical, attractive, sanitary and durable. 


We also manufacture plastic displays of every 
description. Write us for descriptive literature. 


REPRODUCTIONS CORPORATION 


\« CORNHILL | BOSTON, MASS. 
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Display (Craft (o. 


Distinction in Display Equipment 
1340 BROADWAY, NEW YORK 


PHONE WISCONSIN 4684 


ARCHITECTURAL ART 
Expressed in - 
\\ 


DISPLAY FIXTURES \ 























Bars of satin nickel PRACTICAL 
make up these beautiful ARTISTIC 
stands. REASONABLE 
Millinery 
Dress xj Lingerie 
Sten Patent applied for sau 
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Contest Windows Swell Sales Volume 


Wahl Dealers Quick to Note Effects of Carefully Designed Displays 
Upon Business—Demand for Goods Forces Raids on Windows 


By BENJAMIN U. BAKER 
Advertising Manager, The Wahl Co., Chicago 


UALITY rather than quantity was the out- 
standing feature of the Wahl-Eversharp 
$2000 Christmas Window Display Con- 
test. Of the hundreds of entries, there 
were so many fine photographs that the 
judges had great difficulty in selecting the twenty 
grand prize winners. In fact there were seven or eight 








displays that were so closely grouped for first honors 
that the judges resorted to the point system of grading 
in order to determine the order of awards. 

It is, of course, too bad that more entries could 
not win the larger prizes. Many of the photos showed 
that much thought and work had been put on the dis- 
plays, and the judges tried to take this into consideration. 


The fact that a good share of 
the winners are from small or 
medium-sized towns, shows 
that merchants are watching 
new display methods and keep- 
ing up-to-date. The judges 
wish it said that they took into 
consideration the shortcomings 
of photographs. <A_ picture 
does not always show off a 
window to the best advantage, 
and in several instances allow- 
ances were made for points 
that are not clearly seen in the 
photograph, but which were 
thought of in the construction 
of the display. 

It was interesting to read 
many of the letters that accom- 
panied the photos. Some of 
these helped in judging. Al- 
most all told of the increased 
business as a result of the dis- 
play, making the installation of 
the windows worth while, had 
no prize award been received. 
It is one of the purposes of a 
contest such as this to demon- 
strate to merchants that time 
and money spent on real selling 
displays comes back many fold 
in increased sales. 

Although the contest was 
not open to Canadian dealers. 
one entry was received and it 
was so excellent it was en- 
tered in the contest. It was 





AMONG THE WINNERS—L. F. 
Jodry’s entry, which captured sec- 
ond prize for Robert Koerber, Fort 
Wayne, Ind., jeweler, tops the plate, 
followed by D. W. Wheeler’s fourth 
prize window for the J. L. Mitchell 
Co., Houston, Texas. The third 
display is F. W. Lennebacker’s 
third prize winner for Gregory, 
Mayer & Thom, Detroit; the fourth, 
C. C. Bohler’s first prize trim for 
Miller Bros., Chattanooga, Tenn. 
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entered by Dawson Brothers, Limited, Montreal, Can- 
ada, one of our very finest accounts. A very inter- 
esting subject, “The Six Ages of Writing,” was 
worked into a fine display of merchandise. This dis- 
play was judged to be on par with the fourth prize 
winner, so an extra prize of $50 was created and 
awarded to this dealer. 

There were many interesting sidelights to the con. 
test. Many letters stated that they could not keep the 
windows looking nice very long after the photo was 
taken, as merchandise was continually being sold out 
of them. The J. L. Mitchell Jewelry Company, fourth 
prize winner, said that the window sold out their stock 
in three day’s time. This all shows that good displays 
are a strong force in the movement of merchandise. 

The stores winning the grand prizes and the dis- 
playmen who executed their contest trims were: First 
prize, $150, Miller Bros. Department Store, Chatta- 
nooga, Tenn., C. C. Bohler, displayman ; second prize, 
$100, Robert Koerber, jeweler, Fort Wayne, Ind.; L. 
F. Jodry, displayman; third, $75, Gregory, Mayer & 
Thom Co., stationers, Detroit, Mich., F. W. Lenne- 
backer, displayman; fourth, $50, J. L. Mitchell Jew- 
elry Co., Houston, Texas, D. W. Wheeler, displayman ; 
fifth, $50, The Pen Shop, Indianapolis, Ind., John E. 
Keller, displayman. 

Winners of $25 prizes were: The Wurzburg Dry 
Goods Co., Grand Rapids, Mich., Leslie D. Slack, 
displayman; S. H. George & Sons Department Store, 
Knoxville, Tenn., Matt C. Kirchner, displayman ; Uni- 
versity Cooperative Society, Austin, Texas, E. C. 
Rather, displayman; Herbert & Huesgen, New York 
City, Miss E. L. Klein, displavman ; Meiner’s, jeweler, 
Hackensack, N. J., C. F. Dombroski, displayman ; 
Pembroke Co., Salt Lake City, Utah, stationers, Carl 
Rasmussen, displayman; The Brooks Co., Cleveland, 
Ohio, stationers, John J. Bauer, displayman ; The Owl 
Drug Co., Broadway and Washington Streets, Port- 
land, Ore., F. A. Gene, displayman ; The Viquesney Co., 
Terre Haute, Ind., stationer, C. A. Horn, displayman ; 
K. H. Catchpole, Delavan, Wis., kodak and gift shop ; 
Owl Drug Co., Fifth and Washington, Portland, Ore., 
C. T. Hoer, displayman; J. W. Sommer, jeweler, Flor- 
ence, Ala., Mrs. Bruce Smith, displayman; Robidaux 
Pharmacy, St. Joseph, Mo., Jack M. Scanlan, display- 
man; John W. Graham Co., Spokane, Wash., R. D. 
Porter, displayman; B. B. Combs, pen shop, Omaha, 
Neb., B. B. Combs, displayman. 

Inasmuch as a bulk of the photographs came from 
a few states, many states are not represented in the 
state prizes which follow. Under the rules of the con- 
test.a winner of a grand prize is not eligible for a 
state ‘prize. 

California, $15, A Carlisle & Co., San Francisco 
(stationers), W. R. Elliott, Jr., displayman; $10, 

\ubert’s Diamond Palace, San Francisco, Mrs. L. H. 
\ubert, displaywoman; Colorado, $15, George D. 
tiorne Book Store, Greeley; $10, Chapman, the 
Stationer, Grand Junction; District of Columbia, $15, 
Tipton & Myers, Washington, H. O. Shackleford, 
displayman; Illinois, $15, S. W. Beck Company, 
ligin, (stationer), H- L. Mengler; Michigan, $15, f.- 
|. Pusey, Jackson, (druggist) ; Maryland, $15, Mor- 
(Continued on page 39) 
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Pier Cabinet Display Stand 


An Original Display Unit 


Created in the Modern Style 


Especially  ef- 
fective for the 
display of 
small wares 
and accessories 
of every de- 
scription, add- 
ing an atmos- 
phere of dis- 
tinction to any 
window display. 


Four Color 
Combinations 


Antique Gold and 
Turquoise Blue 
Chinese Red and 


Go ’ 
Old Ivory and 


old, 
Black and Gold. 
18”x36”, depth 9”, 
21.50 


24x48”, depth 12”, 
$39.75 


Our Special Ser- 
vice Department 
will cooperate with 
you in the creation 
and production of 
special display 
units. You get 
the benefit of an 
able staff of dis- 
play artists. 





The Good-Art Polycraft Studios, Inc. 


3152 READING ROAD 


CINCINNATI, OHIO 








Decoratives in Gold 


Be Sent on 





FOR SALE 


Gorgeous Interior, Exterior and Window 


Being Used in Our Fiftieth Anniversary 
Sale, Can Be Seen Here, or Photos Will 


A. J. Climenson 
DISPLAY MANAGER, 


WATT & SHAND, Lancaster, Pa. 


and Purple Now 


Request. 











WITH ouR ELECTR 
DisPLAY ~s° SELL 


DOUBLE ONT BLE YOUR Wi 


Electric cost 3 cents per day—Capacity over 100 Ibs. 
Fully Guaranteed—Write Today. 


moar ee ELECTRIC WINDOW SALESMAN CO.“ seston” ¢ 


WINDOW sass 9 


iC TURN TABLES 


nal, GOODS! 











SPECIAL. 


FEATURES 
FOR 


WINDOW 
DISPLAY 











LIGHTING 





#moving Clouds, Water Ripples, Ocean 
Waves, Falling Snow, Rain, Volcanic Erup- 
tions, Fire ,Lightning, Flowing Lava, Birds, 
Butterflies, Fly Fly Angels, , Etc. Spoti 

tereopticons icons, ights, 
Bunch Lights and Window Spots. 


244 West 14th StNY.C. 
Wl. CHEtsea 2171 All Hows 
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Time for Final Drive on Felt Hats 


Period Before Advent of Straws Finds Well-Dressed Man 
Susceptible to “Dress Up” Appeal—Themes to Stress 


OW is time for the last big push of the 

year on felt hats before the season for 

straws arrives. Every spring there is a 

period when the well-dressed man realizes 

that the fedora that looked so nobby but a 

short time before is pitifully shabby and that his ap- 
pearance will he improved by a new hat. Cashing in 
on the “dress up” spirit of early spring is always pos- 
sible if an energetic campaign on felts is inaugurated 
before the advent of the summer hat period. How 





windows can help in this promotion can be grasped 
quickly from the plate of illustrations which accom- 
panies this discussion. 

“Look at Your Hat; Everybody Else Does!” urges 
the Nelson-Moore Company, of San Diego, California, 
in an excellent display installed by Robert H. Han- 
son for last year’s spring campaign. The skillful win- 
dow designer made this idea dominate his trim by use 
of a mirror which served as his attraction device and 
revealed the reflection of a man wearing a neat new 
hat and smiling in self-satisfaction at 
his image in the glass. The figure be- 
fore the mirror was merely suggested. 
To have used it would have made 
necessary dispensing with the center 
unit of the presentation, an idea that 
did not appeal to Hanson. The hats, 
shown in three units, were grouped as 
to color and type, and were placed on 
plateaus. The message of the window 
was contained in a neatly lettered card 
placed with the central unit. 

In the center picture is a trim used 
by R. A. Minear at the Butcher-Rob- 
erts Co., Battle Creek, Mich. The 
trimmer in this case made his hats 
tell their own story, depending upon 
their freshness and color to develop 
the interest of the passer. 

Not so content with the message 
of the wares is the brand new trim 
evolved by Louis V. Silver, of Truly 
Warner, Inc., for guidance of store 
managers of his chain. In keeping 
with the policy of this strong organi- 
zation, this display, installed in Febru- 
ary, makes use of modernist art and 
the alluring fauna of Florida beaches 
in winning customer approval. The 
panels in the background are done in 
three shades of green, and the curtain 
or valance at the top is made of angles 
in three shades of green with the 
wording, “New Style Angles.” The 
floor is covered in green felt, the palm 
trees are green and the triangle boxes 
set on the point of the angle are also 
green. Cards with borders in har- 
monizing modern designs are placed 
at intervals along the floor. 





A TRIO OF APPEALS—The upper dis- 
play by “Bob” Hanson, Nelson-Moore Co., 
San Diego, Cal., harps on pride, suggesting 
that the viewer pay as much attention to 
his hat as his critics. The center by R. A. 
Minear, Butcher-Roberts Co., Battle Creek, 
Mich., stresses color. The base, by L. V. 
Silver, Truly Warner, Inc., focuses on 
seasonability. 
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Materials for this trim are made up in sets and 
sent to all stores, together with blue prints detailing 
methods of construction. With this set goes a pair of 
photographs showing arrangements for both large 
and small windows. The trim shown here is for the 
larger type. 

Strong as these arrangements are, and easily domi- 
nating hat showings among the chain stores, they are 
comparatively simple and should serve as an inspira- 
tion for independent dealers. Truly Warner, Inc., has 
achieved a leadership in display simply because of 
proper valuation of the motives prompting hat pur- 
chases. Its executives realize that relation of the hat 
to a human activity or craving lifts headwear display 
out of the doldrums of mere parade of merchandise 
and catches passer interest. Novelty, color and a real 
sales message combined give punch to their installa- 
tions that leave competition gasping. 





Contest Windows Swell Sales 


(Continued from page 37) 


gan & Millard, Baltimore, (Druggist) ; Nebraska, $15, 
Lynn Thompson, Scottsbluff, (druggist) ; $10, Brock- 
hoff Drug Co., Seward (druggist), Carl McGrew, dis- 
playman; New York, $15, J. T. & D. B. Lyon, Schen- 
ectady ; $10, McCurdy & Company, Rochester, Erving 
Sandstrom, displayman; Ohio, $15, E. Howard Phil- 
lips, Conneaut, (jeweler); Tennessee, $15, Geo. C. 
Drury & Company, Nashville, H. H. Wingett, dis- 
playman ; Washington, $15, White & Babel, Centralia, 
(stationer), Mrs. Merrick, displaywoman ; $10, Pioneer 
Inc., Tacoma, R. W. Thomas. 





CHILDREN’S DAY TO BE REPEATED 


Manufacturers of dolls and toys have joined forces for 
furtherance of June 1 as “Children’s Day,” following a meet- 
ing at the Hotel McAlpin, New York City, in which decision 
was reached to repeat observance of the holiday set aside last 
year. 

It was pointed out that this event can be coupled in pub- 
licity and promotion with advertising to make the toy busi- 
ness an all-year venture instead of a three months’ proposi- 
tion. A special “Children’s Day” promotion committee to 
prepare advertising material and window posters was selected. 


A SMALL LACQUERING UNIT 


Paasche Airbrush Co., 
Chicago, IIl., have intro- 
duced a small hand- 
spraying unit that makes 
it possible for all display 
departments to do lac- 
quering of backgrounds 
and display fixtures. The 
cost is very low and 
the outfit is practical 
and efficient. Descriptive 
literature of this and 
other spraying outfits 
can be had for the ask- 
ing by writing the com- 
pany. They have just 
issued a new catalogue 
showing their line of 
artists’ air brushes and accessories. It is printed in three 
colors and will be sent free on request. ape 
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Accessory Display Stand 


7 ft. High, 


over all 


Top Base 20 in. wide 
Lower Base 40 in. wide 


ONE OF A NOTABLE COLLEC- 
TION OF WROUGHT IRON 


DISPLAYS FOR 


SPRING 


Chtinnotes Given 
Murray Will 6723 





20% East 41° 
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Why I Produced Modern Mannequins 


The Older Forms Were in Hopeless Contrast With Today's Archi- 
tecture and Decorations—A Simpler Style Was Necessary 


By V. N. SIEGEL 


Mannequins Siégel, Paris 





Y ideas about the modern mannequin have effective and sober luxury, as it is now conceived. 
been suggested to me by the evolution of This basic conviction prompted me to abandon the 
the decoration itself. The old mannequin, old traditions and to make an appeal to a new form of 
too realistic to respond to the abstract form expression in order to bring about a timely rejuvenation 
assumed by architecture and decoration, and modernization. 

could no longer fit into window display, with its The proportions established for presenting fashions 


of earlier periods could no longer 
match the features of today’s fashions. 
The’ elegance of the modern woman 
had to be emphasized and her slender- 
ness had to be brought into relief. 

The mannequin must be brought 
into harmony, in form, color and style, 
with the new fornis of architecture and 
decoration. It was obviously out of 
tune with their simplicity and refine- 
ments, freed of those abundant bronzes 
and golds which characterized the en- 
garlanded art of the dying nineteenth 
century. 

Impelled by considerations of this 
kind, I took what had previously been 
considered a commercial product and 
made of it a thing of art. In this effort 
I was in perfect harmony with the spirit 
of my time, which, more and more, 
seeks the esthetic in subjects formerly 
considered as merely utilitarian. Now- 
adays no one will argue about the com- 
mercial value of the artistic element. 
Winner is he who enfolds things of 
daily use in the mantle of art. 

I have, therefore, adopted new lines 
and colors so as to conform to the fash- 
ions of today. These adventures in 
esthetics immediately plunged me into 
others of a more material nature. 

Wax, while having certain advan- 
tages, is not wholly satisfactory. It is 
brittle and is highly susceptible to heat. 
Though it has by no means reached the 
conclusion of its service, I have found 
new materials that lack its patent de- 
fects. Papier mache and cirdura are 
alike unbreakable, and yet will take any 
interpretation of form or color. More- 
over, they are heat-resisting, withstand- 


IN THE “HOUSE OF SIEGEL”—Siegel 
mannequins are produced in one of the 
most modern figure plants in the world. 
The principal workshops are huge, high- 
vaulted affairs with abundant sunlight. 
The top illustration shows girl workers re- 
moving figures from casts, the center shows 
a stock room filled with finished figures, 
and the base presents a section of the 
sewing rooms, 
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ing successfully the penetrating rays of the powerful 
window lighting used by the modern store. 

These are, briefly, the outlines of my work. They 
hold good for the future as they have held in the pres- 
ent, as the success I have had may prove. 

It was simply a matter of keeping pace with the 


Technique for the Apparel Trimmer 
Avoid Fixtures and Backgrounds That Overshadow— 
Bring Out Charm of Goods By Accessories 
By B. BERCK 
Display Manager, L. Oransky & Sons, Des Moines, Iowa 

IRST of all, we must understand that a defi- 
nite system is required for the display de- 
partment, the same as anywhere else. In 
this particular system the main idea, that 

of displaying the goods to the very best possible ad- 
vantage, should ever be kept in mind. 

In my own displays I am not at all in favor of em- 
phasizing too conspicuous backgrounds at any time, as 
| am convinced that such use of them cannot help but 
detract the eye and attention from the merchandise 
to the surroundings, therefore not following the main 
principle of the system of merchandise display as al- 
ready defined above. 

The merchandise shown should at 
all times be so arranged and be of 
such seasonable style and type that 
the prospective customer will have 
been already sold even before enter- 
ing the store, thereby accomplishing, 
to a large extent, the main purpose of 
window trimming. 


The fixtures used in my trims are 
always plain ones, as I believe that 
when wax figures are’ brought in the 
windows they tend to take primary in- 
terest from the items. If plain fix- 
tures are used, they “bring out the 
goods” first, and attention will natur- 
ally center on the items about it, pro- 
ducing the desired results. 

Now in order to make such displays 
of apparel more attractive, appealing 
and profitable generally, use proper 
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Episodes in the Manufacture of a Siegel Mannequin—Left, Removing the Head Cast; Center, Touching up Rough Points; 
Right, Fashioning the Figure’s Coiffure 





V. N. SIEGEL 


times. The mannequin could not be the only unalterable 
thing in the list of ever-changing fashions. The fixture 
must accord with its burden, and it devolved upon us, 
who fashion it, to give it new aspects, and to put at the 
merchant’s service the unequalled selling medium of 
tasteful means of presentation. 


furnishings, together with the principal garments being 
displayed. By doing so you not only make the garment 
more desirable and appealing, but also more worth- 
while from a business standpoint, as schemes tend to 
advertise and sell the whole unit instead of just the one 
article. 

Further, in order to make more successful and effec- 
tive displays, color harmony must always be properly 
used, as pleasing colors always beautify a window and 
make the passerby stop, while, on the other hand, a bad 
color combination proves displeasing and harmful to 
the motive of display work. It has been proven a safe 
rule to follow out the color scheme of nature, as she 
never makes mistakes. If a displayman wishes to be 
successful, he must learn to be ever awake and on the 
lookout for schemes and ideas that may be used to ad- 
vantage in his displays. 

Another factor without which a display cannot be 
complete is sufficient lighting devices 
always kept in perfect working order. 
Oransky’s, recognized as one of the 
leading department stores of the state, 
has, fortunately, a very effective light- 
ing system. This, of course, makes 
the windows doubly attractive to the 
passerby. 


We always greet the opening of 
each season with festive decorative 
displays of new flowers or screens, 
that are not too elaborate, but, never- 
theless, always pleasing to the eye. 


Then, too, we work out various 
ideas that will increase the sales. For 
instance, when one or our theatres 
played “Ben Hur” we took advantage 
of the opportunity and worked it in | 
with our “Ben Hur” perfumes and 
powders. 
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Losing Trade to Big City Competition? 


Country Stores’ Shiftless Merchandising Costlier Than Metropolitan 
Merchants’ Campaigns—Better Displays Will Hold Custom 


SOLATION of the country town has been 
wiped out by the automobile, and patrons 
who once thought a twenty mile drive be- 
hind “Old Dobbin” a day’s journey now 
travel twice that far in a fraction of an 

afternoon and have some time left for shopping. With 
such conveniences it is hard to halter the small town 
folk and their rural friends to stores that have fallen 
behind in the retailing procession. 

3right lights and city pleasures have been touted 
to the skies by romantic songwriters and thousands 
have been “sold” upon the glamor of city life who sce 
the urban centers but seldom. Forty and fifty mile 
jaunts are not taken every day and are far too trying 
to fit into the average man or woman’s plan of exist- 
ence. The merchant who finds that big city compe- 
tition is cutting into his volume may hit the nail on 
the head, or may be merely salving wounds inflicted by 
his own carelessness and disregard for his public’s 
desires. 

Go into the average county seat and take a ride 
around the courthouse square. What are the aspects 
of the store windows? How many show originality? 
How many present their wares in attractive settings? 
How many make a pretense of catering to their pub- 
lic’s cravings for the beautiful and colorful? 

“I trim my windows country style,” says one mer- 
chant in a recent questionnaire. ‘I dress them on the 





average about once a month.” What can this dealer 
expect from his windows with such a policy? The 
big city merchant catering to transient trade has far 
better excuse that he for trimming his window infre- 
quently for his public is constantly changing and the 
passer who travels by today may never pass that way 
again. But in the small town where the rank+and file 
of the population stride’ past the window within a week 
after its installation, it is the sheerest folly to leave a 
display on view more than seven days. ‘Who wants to 
see the same movie twice, or hear the same sermon 
over? Who could enjoy the local theatre if it pre- 
sented every road show before the same settings? 
Variety is to the villager a draught of the gods’ am- 
brosia. The merchant who thinks that window trim- 
ming is too hard and laborious to undertake often, 
would do well to board up his windows. 

And when he trims them he should take a tip from 
his city cousin and endow them with the color charm 
and attraction devices that the latter uses. Expen- 
sive? Not necessarily, and by no means as costly as 
the volume of business lost to more progressive and 
aggressive competitors. 

What can be done to brighten the windows of the 
small store and to provide them with dignity and 
charm at moderate cost is exemplified in the trims of 
S. B. Ring, a dry goods merchant who operates a store 
at Newport, Maine. In this pleasing little town of 
two thousand souls, Mr. Ring 
conducts his establishment with 
the same enthusiasm and the 
same merchandising acumen 
that big-city retailers exhibit. 
Seasonal windows, artistic win- 
dows, selling windows follow 
each other in sequence, and 
they are built to standards that 
are quite in keeping with met- 
ropolitan display. 

“It pays to have worth-while 
windows,” Mr. Ring declares. 
“I am sure if merchants in 
small towns realized how much 
it means to have good displays, 
they would take more interest 
in them. To show that high- 
grade productions are within 
the possibilities of the average 
retailer, let me cite a couple of 
instances from my experience. 





RING’S CHRISTMAS TRIMS— 
Newport, Me., boasts but 2,000 
population, but Mr. Ring gives it 
topnotch displays. Above is the 
background panel that portrayed 
the three “Wise Men.” Below is 
the frigid landscape which carried 
his store’s publicity to towns all 
over his territory. 
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“If there is ever a time when the value of the win- 
dow is put to test, it is at Christmas. It is always pos- 
sible to fill your windows with wares, but when all of 
your attention is lavished upon the goods and little 
or no attempt is made to stress the quality and pres- 
tige of the store, your public appraises you as just 
another merchant, and your trade simmers down to 
the elements that are interested simply in prices. 

“Like every other tradesman, I want to keep goods 
in the foreground but to endow them with the aspects 
of quality. This calls for trims that exhibit an appre- 
ciation of art, of symmetry and color. And the small 
town retailer can meet this demand without difficulty 
if he is moderately resourceful. 

“In my Christmas trims, I used two outstanding 
designs. In one, a display of handbags, I used a 
background panel portraying the three wise men of 
tradition on their way across the desert, with the star 
of Bethlehem lighting their way. The figures were 
patch-postered on the background, with pieces of fab- 
ric in shades that produced the effect of sand and sky. 
It caught the townsmen’s fancy primarily because it 
stressed the religious elements of a holiday that all 
too frequently is stripped of its sacredness, to play up 
the profit-making theme of gifts. 

“In the other, I used a background presenting a 
little dwelling house in a snow-clad dell, the hills be- 
hind it windswept. The house was made out of the 
same material as the background, with glass windows, 
and a decorated Christmas tree in the corner room. 
The whole thing made a hit and people came from 
other towns to see it.” 





FORD EXHIBIT USES PALMENBERG FIGURES 


There is hardly one thing in the world that needed less 
dramatic display than the new Ford car, yet with all the 
tremendous interest, curiosity and enthusiasm that was 
aroused, the new Ford Show and Industrial Exposition, held 
at Madison Square Garden, New York, was staged with an 
elaborateness of dramatic and realistic effects that was truly 
sensational. 

Among all these various exhibits of general and mechani- 
cal interest there was a simple, natural scene that attracted 
crowds. A Tudor Sedan had drawn up to a wayside filling 
station. Through the open door the figure of a man in sports 
attire was seen. In the back seat a woman’s figure was 
leaning slightly forward, apparently addressing the colored 
chauffeur, who was standing by the open door. At the back 
of the car the gas station man with smudged overalls and 
face, was just replacing the hose in position on the tank. 
Beyond the car a pleasing vista of rolling countryside sup- 
plied the natural background. 

The naturalness of the figures is, of course, of the utmost 
importance. To this must be added the attractive and abso- 
lutely correct costuming as well as natural and effective 
posing. All these details, including the wax figures them- 
selves, were supplied by J. R. Palmenberg’s Sons, Inc., 1412 
Broadway, New York. 





MAKING THE MOST OF MODERNISM 


_ Capitalizing the spreading vogue for modernistic art, the 
F. & R. Lazarus Company, Columbus, Ohio, has issued a 
formal announcement to preferred patrons that an exhibit of 
forty-seven windows of modernistic displays would be pre- 
sented during the week of February 20. The handsomely 
printed announcement indicates that the entire battery of 
windows at the disposal of Andrew A. Matzer, director of 
displays for the Lazarus organization, has been utilized in 
a great prestige-building campaign for this progressive store. 
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$1,000.00 in Gold 


Will Be Awarded in Prizes for 


The Best 
Window Display 


Featuring 


Children’s Day 
June 16th 


With Merchandise Suggesting 
“The Spirit of Play” 


OPEN TO ALL RETAIL STORES 
No Entrance Fee 


Awards will be made on the judgment of 
nationally known authorities on window 
displays, from photographs to be 
submitted on or before July 10, 1928 


Displays Must Be Shown During the 
Week Ending June 16th 








$500.00 in Gold 
Awarded in Prizes 


for the Best Local 
NEWSPAPER ADVERTISEMENT 


Full pages containing ad are to be sub- 
mitted on or before July 10, 1928. 


Advertisements must appear during the 
week ending June 16th. 














For Particulars Address 


Children’s Day Promotion Committee 
10 West 23rd Street New York City 
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Test Campaign for Vicks 
Wins Approval of Advertiser 


Installations Prompt Requests for Displays From Many Dealers and 
Advertiser Willingly Increases Display Allotment 


It will be remembered by readers 
of WIND-O that in the December 
issue we.made mention of the fact 
that the Bureau had been granted 
the opportunity of conducting a sec- 
tional test window display installa- 
tion campaign for the Vick Chem- 
ical Company, manufacturers of 
Vicks Vapo-Rub. The campaign 
has now been completed, and, that 
the service rendered met with the 
entire satisfaction of this client can 
best be judged by their letter to us, 
quoted below: 

“You will be interested in know- 
ing that our representative in charge 
of our campaign in Omaha, Council 
Bluffs, Minneapolis and St. Paul re- 
ports that your associates in those 
cities have been giving us unusually 
good service in placing our dis- 
plays.” 

Further indication of satisfactory 
service being rendered the local 
dealers and resulting to our client’s 
interests is contained in another let- 
ter, quoted below: 

“Our representative who has been 
handling our sampling campaign in 
Minneapolis and St. Paul reported 
getting a number of requests for 
window displays from druggists who 
had noticed the displays installed by 
your associate and suggested that 
we send a number of additional dis- 
plays to take care of these requests. 
This certainly speaks well for the 
service your Minneapolis associate 
has been giving us.” 

We might mention at this point 
that fifty additional displays were 
forwarded to our associate in Minne- 
apolis for installation. 

It is this same type of service that 
the Bureau is prepared to render to 
all national advertisers, no matter 


whether the item to be advertised is 
—Advertisement. 
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ways 


a drug, grocery, confection, hard- 
ware or miscellaneous product—not 
only in certain sections of the United 
States, but in practically all cities, 
large or small, from coast to coast 
and from the Canadian border to the 
Gulf. No matter whether a national 
advertiser’s campaign calls for the 
installation of window displays in 
only one city or in all cities through- 
out the country, the Bureau is 
anxious to handle it and prepared to 
handle it in a manner which cannot 
be had through any other method. 
We have fine-combed the window 
display installation field for the most 
dependable companies rendering the 
best service available and have had 
only such companies associate with 
us. Therefore, we can say that no 








MILLIONWIARS USED YEAREW 


better window display installation 
service can be had in any city in the 
country than we are prepared to 
render through our associates, thus 
making it possible for us to give our 
strict guarantee to all clients that 
each and every display will posi- 
tively be installed in the best pos- 
sible and most satisfactory manner. 

In view of the above facts, the 
Bureau solicits the consideration of 
the use of its service by all national 
advertisers contemplating the in- 
stallation of window displays and 
the opportunity of presenting more 
in detail data concerning the manner 
in which it functions and just how 
its methods relieve an enormous 
amount of detail and effect a con- 
siderable saving in time and money. 
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MINNEAPOLIS, MINN. 


A Display Service for National 
Advertisers 


Tri-State Window Display Service 
116 S. 4th St. 


H. Brooks, Manager 


COLUMBUS, OHIO 


Your Satisfaction Means Our Success 


F. ALTMAN & SON 
415 S. Third St. 


George Altman, Manager 


CINCINNATI, OHIO 


Hamilton, Dayton, Springfield and the 
Complete Cincinnati Trade Market 


CINCINNATI DISPLAY SERVICE 
22 Pickering Bldg. 
Walter G. Vosler, Manager 








CHATTANOOGA, TENN. | 


The South’s Up-to-Date Display 
Service 


Hal Cady Window Display Service 
418 Cypress St. 


Hal Cady, Manager 


DETROIT, MICH. 


Entire State of Michigan and Toledo, O. 





Detroit Window Display Service 
438 E. Woodbridge St. 


R. V. Wayne, Manager 


KANSAS CITY, MO. 


Established and Reliable Display Service 


STARK DISPLAY ADV. SERVICE 
3112 Holmes Street 


W. A. Stark, Manager 








FORT WORTH, TEXAS 


And Surrounding Territory Thoroughly 
Covered. Our Clients Always Satisfied. 


HUNTSMAN DISPLAY SERVICE 
1404 Washington Street 


W. L. Huntsman, Manager 








CLEVELAND, OHIO 


Covering the Cleveland Market and 
Surrounding Points 
WHITMER DISPLAY SERVICE, Inc. 
1405 St. Clair Ave. 

George E. Dugdale, Manager 


BOSTON, MASS. 


Covering All New England 


RAMIN-NEW ENGLAND DISPLAY 
SERVICE, Inc. 
161 Massachusetts Avenue 


Ezra Ramin, Manager 


ST. JOSEPH, MO. 
Window Displays That Step Up 
Your Sales 
CHARLES TEXTOR 
1618 Buchanan Avenue 


MOBILE, ALA. 


Complete Window Display Installation 
Satisfaction Assured 


VAN ALLER’S DISPLAY SERVICE 
250 Stocking Street 
Godfrey H. Van Aller, Mgr. 


ALBANY, N. Y. 

And Eastern New York State 
Complete Window Coverage 
CAPITOL ADVERTISING SERVICE 
688 Morris St., Albany, N. Y. 
Joseph B. Carey 














22-24 Pickering Building 








OUR SERVICE IN BRIEF 


Guaranteed Window Display Installations in Over 


80.0 CITIES 


Throughout the United States 
by Dealing Only With 


ONE OFFICE 


| We install window displays through local asso- 
ciates for national advertisers in any quantity 
on any product in one city or number of cities 
anywhere in the United States. 


We guarantee first-class quality installation 
work according to set specifications. 
advertiser of detail; saves time and money 
through many exclusive and helpful features. 


Complete Portfolio of Information Sent on Request 


Window Display Installation Bureau, Inc. 


The Window Displays of the Nation from Coast to Coast 
Executive Offices 


Relieves 


Cincinnati, Ohio 


CHICAGO, ILL 


Reliable and Prompt Display Installations 


CHICAGO WINDOW DISPLAY 
INSTALLATION SERVICE 
179 N. Wells St. 


M. J. Latz, Manager 


PHILADELPHIA, PA. 


A Complete Window Coverage of This 
Prosperous Territory 
THE S. J. HANICK CO. 
Samuel J. Hanick, Mgr. 
925 Cherry Street 


INDIANAPOLIS, IND. 


Complete Coverage for National 
Advertisers 


PIONEER DISPLAY SERVICE 
113 S. Capitol Ave. 
Fred W. Weber, Manager 


AKRON, OHIO 


My Service in Conjunction With Your 
Business Will Be a Big Success 
HENSAL DISPLAY SERVICE 

534 Parkdale Drive 
S. V. Hensal, Manager 


LOUISIANA—ALABAMA 
MISSISSIPPI 


Display Service for the South 
Drug and Grocery Trade 
NALL & NALL 
Box 355 
539 S. Front Street, New Orleans, La. 




















PITTSBURGH, PA. 
Get Into This Big Market 


PITTSBURGH WINDOW DISPLAY 
COMPANY 
1209 Sheffield St., N. S., Pittsburgh, Pa. 
P. P. Hughes, Mgr. 

























































































OPULARITY increases like a tobogganing 
snowball. The first week of the seventy- 
seventh birthday sale, when Jordan Marsh 
Company displayed the miniature historical 
windows a meagre but appreciative crowd 

paid tribute. Every day saw more congested pedestrian 
traffic all along the Washington Street window space, 
until after three weeks the outer edges of the crowd 
percolated windowward only after waiting ten or fifteen 
minutes for a glimpse of the spectacle. 
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Boston Applauds Historical Windows 


Series of Reproductions of Noted Paintings Jams Sidewalks With 
Throngs of Pedestrians—Schools Send Students to View Them 
3y GEORGE E. PRUE 
Chief of the Window Decorating Division, Jordan-Marsh Co., Boston 




















Public schools came, whole classes at a time. Letters 
of appreciation poured in from youngsters, teachers, 
high-brow and low-brows. A school of advanced art 
assigned the study of these windows to its pupils. Alto- 
gether, every one in Boston seemed delighted that the 
tableau windows had visited in Boston for a little while, 
especially Jordan-Marsh Company, which had a stag- 
gering last year’s record to beat in tris year’s seventy- 
seventh birthday sale. 

Breaking a precent of fifty years’ standing, Jordan- 
Marsh Company raised these 
window curtains on Sunday, so 
that more people might enjoy 
the popular scenes. So great 
was the public interest in these 
windows that every newspaper 
in Boston ran this Sunday view 
news on their front pages. The 
ten windows are reproductions 
of ten famous works of art, all 
dealing with the early history of 
America. The charm of the 
windows seems to lie in the 
faithfulness with which the pic- 
tures are developed. The little 
actors in these dramatic scenes 
are about thirty inches high, 
with faces and expressions ex- 
tremely realistic. Clothes as 
well as the furnishings and set- 
tings of each picture have a nice 
verisimilitude. The work of 
moulding the figures in plaster 
was done in Austria by Lilli 
and Roman Baitz. 

“Washington Crossing the 

Delaware” was reproduced from 
the famous painting of Emanuel 
Leutze, at the present time in 
the Kunsthalle in Bremen. 
Washington and his sturdy 
companions are seen braving 
the storm in a sea of realistic 
waves, which only the experts 
could identify as tulle. 
FOR AN ANNIVERSARY—Deco- 
rator Prue gave his store’s most re- 
cent birthday sale an uncommon 
aspect by windowing scenes from 
American history. Reproducing 
famous paintings, his displays use 
small wax figures in their depiction. 
The plate shows at the top, DeSoto’s 
Explorations; (2) Landing of the 
Pilgrims; (3) Penn’s Treaty with 
the Indians, and (4) the Boston 
Tea Party. 
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“The Landing of Columbus,” from the painting of 
Van Der Lyn, shows the explorers giving thanks for 
their safe arrival, while the natives look on in awed 
obeisance to the white men, whom they believe to be 
gods. 

“The Boston Tea Party,” from the wood engraving 
of John Andrews, is perhaps the jolliest scene of all, 
with the patriots, garbed as Indians, tossing the tea into 
the waves, while, on Griffin’s Wharf, their companions 
cheer them on in mock amazement. 

“The Battle of Bunker Hill,’ *by Col. John Trum- 
bull, hanging in the Yale School of Fine Arts, is full 
of vivid action and drama. 

Other tableaux represent “The Declaration of Inde- 
pendence,” from the painting of Col. John Trumbull, 
in the rotunda of the Capitol; “Perry on Lake Erie” 
and “DeSoto Discovering the Mississippi,” from the 
painting by William H. Powell, in the National Capi- 
tol at Washington; “Mollie Pitcher ot Monmouth,” 
from the bronze relief by James 
E. Kelly; “William Penn’s 
Treaty with the Indians,” by 
Benjamin West, and “The 
Landing of the Pilgrims,” from 
the painting by Peter F. Rother- 
mel. 

And now, to accord with the 
current demand for illustration 
of art’s invasion of the common- 
place, Jordan-Marsh. are, open- 
ing an International Exhibit of 


DISPLAY 





Art in Trade. On Monday, 
March 5, the exposition opened, 
displosing to the viewers the 
acquisitions of outstanding ex- 
amples, acquired through many 
months of effort. 


On the second floor of the 
furniture building is a group of 
four rooms in modernistic style, 
transferred in their entirety 
from France. On the ninth 
floor of the annex a group of 
two hundred paintings and sev- 
eral pieces of sculpture from the 
Salon D’Automne, sent under 
the auspices of the Association 
d’Expanses et d’Exchange Ar- 
tistiques, and a suite of rooms 
illustrating the best of the 
foreign traditional decorative 
schemes are revealed. The 
room schemes were arranged 
by Douglas Veil, of, our in- 
terior decorating division. 





<a 


DRAMATIZING HISTORY—Stu- 
dents who lamented the dryness of 
history found new zest for the sub- 
ject after viewing Mr. Prue’s dis- 
Plays. “The Declaration of Inde- 
pendence” at the top; (2) “The 
Battle of Bunker Hill”; (3) “Molly 
Pitcher at Monmouth” and (4) 
‘Perry on Lake Erie” invest thése 
great episodes with color. 
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A group of young women, selected from the store 
personnel and dressed in the native costumes of the 
countries participating, circulate through the store, sup- 
plying catalogues and information about the event. They 
were chosen with special regard for racial types needed 
to personify each country. 

That Boston might be assured of the importance of 
the impending event, our windows were curtained for 
four days preceding the opening, a procedure unparal- 
leled in our store history. At 10:30 on the opening day 
they were unveiled, uncovering a series of six panels by 
the famous French artist, Drian. These depicted the 
development of costume design throughout the world, 
and portrayed Drian’s idealization of the feminine form, 
silhouetted against a map of the world, marked with 
national frontiers, the inter-continental seas and cos- 
tumes of the respective lands. The group is new, hav- 
ing been made for Jordan-Marsh and never previously 
shown. 
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When A Wax Figure Came to Life 


Fervent Heat Brought Her Mobility That Surprised an Over- 
Enterprising Floorwalker Who Waned as She Waxed 


By WILLIAM S. NORMAN 
Display Manager, Goodman Dry Goods Co., Greenwood, Miss. 


HENEVER I see one of those old-style wax 
figures crowded among hundreds of other 
articles of apparel in cheap side-street 
“joints” I am reminded of an incident that 
happened years ago in the department store 

where I served my apprenticeship in the display man- 

ager’s profession. Window dressers we were called 
then, or, in our vernacular, “artists of the pins, tack 
hammer, and crepe (paper) hangers.” 

One of the entrances to the windows of this store 
was behind the ribbon counters. This department was 
the beat of a floorwalker, who felt himself “monarch 
of all he surveyed” in this section. A dapper little Eng- 
lishman he was, a recent importation who wore spats 
and carried an egg-shaped head, small end up, on a 
short, erect spinal cord that made him look as if he’d 
swallowed a cane. We called him “Humpty Dumpty” 
until we knew him bétter. He wasn’t here long before 
he became as popular as a 1900 model spinster at a 1928 
necking party. You've heard of these “self-haters.” 
This Mr. F. W. thought he was the original “boy won- 
der,” made by the Almighty himself, and that the rest 
of us were accidents—just happened. Constantly on 
the lookout for an opportunity to call down any of the 
sales force or menials of the store on the slightest provo- 
cation, his egotistical, self-opinionated way of airing his 
views on any subject, regardless of whether he was 
familiar with it or not, and his brusque bearing, his 
anger at anyone who disagreed with his views or who 
dared to disbelieve any of his statements, made him ob- 
noxious to all the store force. How he held his position 





here (he had insulted some of the store’s pet customers) - 


we could never quite understand. His conduct had been 
reported several times, but the management seemed 
obdurate and continued to keep him on the salary list. 

As our displayman used to say, “He was agin the 
government—yes, and everything else American, hav- 
ing nothing good to say about his newly adopted coun- 
try.” You've no doubt met just such characters and 
know what I mean when I say this fellow was the super- 
lative of all that is offensive, and a perfect interpreta- 
tion of a “contemptible cuss.” One of the department 
heads, in a hot argument, called him a “consummate 
jackass” (insulting the poor dumb brute), and added 
that he must have had to pay extra duty on that big 
bundle of ego that was making him rare back. Con- 
stantly nosing into other people’s business, often neglect- 
ing his own, he was soon dubbed “Mr. Nozy Woozy.” 

In nearly every organization, large or small, there is 
one unpleasant member, who is always the “fly in the 
ointment,” but this floorwalker made any ointment 
rancid. 

One day we were arranging a display of linen suits 
in this window next to the ribbon department. A wax 
figure, dressed for the display, was brought down and 


placed close to one of the show cases, whence the win- 
dow trimmer was to take it into the window. I recall 
vividly the suit and how well and snugly it fit this wax 
model. It was in those days of tight lacing and wasp- 
like waists, when a woman must appear as if melted and 
poured into a dress in order to look the part—the 
“hour-glass of fashion and the mould of form.” The 
old corset advertisements of twenty-five or thirty years 
ago did not exaggerate. It was a handsome, elaborate 
suit, with parasol and hat to match, as was the custom 
then. 

The wax figure was left standing in front of this 
show case and in a very life-like pose, as if looking 
into the show case at a certain ribbon she desired, and 
waiting to be served by the apparently indifferent sales- 
girl, who stood at the end of the case talking with 
another girl. Ever alert, and with that perfunctory 
smile of pretended sincerity that seemed to be engraved 
on his face, “Mr. Nozy Woozy” found two golden 
opportunities here—one to display his authority in the 
presence of a customer, the other to give this seemingly 
indifferent salesgirl a severe call down. 

Smiling tolerantly, and afterwards joining with the 
titter of the other girls who had witnessed the incident, 
the reprimanded salesgirl, with affected politeness and 
extreme formality, introduced “Mr. Nozy Woozy” to 
“Lady Galatea, the girl who was all wax.” Reddening 
to the top of his bald pate at this embarrassing situation, 
realizing that the joke was on him, Mr. Floorwalker 
made a quick exit, with some mild subterfuge as an 
excuse to take him suddenly from his department for a 
few minutes. 

During his absence the window trimmer took the 
wax figure into the window to place it in his ladies’ linen 
suit display. Almost immediately afterwards a light 
mulatto girl came into the department, and, strangely 
enough, she was costumed almost identically like this 





- wax model—parasol, hat and everything. 


When “Mr. Nozy Woozy” returned, this cream- 
colored patron was standing in almost identically the 
same spot where the figure had been, striking almost 
the same pose. As she approached she inclined toward 
a nearby cuspidor. Too much snuff! By this time the 
floorwalker was directly behind her, looking holes 
through me for my carelessness in not watching her. 
Here was a wax figure suddenly unbalanced, ready to 
topple over, and a window assistant standing alongside 
complacently. 

Up he dashed and seized her about the waist—and 
the fireworks started. With an outburst of language 
that would melt a typewriter, she turned on the hapless 
‘“Woozy,” clawing at him like a wildcat, heedless of his 
apologies and his attempts at explanation. The poor 
fellow dodged and swayed helplessly in an attempt to 
get away, while she showered blows with her parasol 
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upon his bald pate and inundated him with a torrent of 
abuse. Nor was she any novice in the use of her 
weapon. Every crack of the heavy handle left a dent 
in his cranium, splitting the scalp each time it descended. 

“Ah’ll teach you how to treat a puffectly respectibul 
cullod lady,” she stormed. “Yo’ can’t get familiar wid 
me, White Man. Ah’ll break yo’ dumb ol’ haid.” And 
then she would whale him again and burst out in a fresh 
outpouring of abuse. 

She was a bad actorine from over the Mason and 
Dixon line, with one of those “sunny” dispositions that 
dissipate your belief in the southern darky’s placidity. 
There was no time nor space for apologies, but action, 
and plenty of it, on the floorwalker’s part to save his 
bald dome from her merciless smashes. 

When she had cooled down a bit he began to explain 
anew, but she was adamant, and stalked out of the store 
in high dudgeon, muttering threats and calling down the 
wrath of heaven upon the bleeding head of the unfor- 
tunate ““Nozy Woozy.” 

If that had been the end of his woe he would have 
been content. But already an echo of the encounter had 
reached the office, and the “boss” was as wrathful as 
the irate mulatto had been. A brief and heated confer- 
ence separated him from the payroll and sent him out of 
the store forever in an inglorious and hasty departure. 

We couldn’t help but pity the poor fellow as he left, 
with his head swathed in bandages. Perhaps “Lady 
Galatea” had been rather rough with him, and his pun- 
ishment drastic, but secretly the salesgirls in the ribbon 
section suggested taking up a collection for the hefty 
“cullod lady” who had so dramatically freed them from 
a prize pest. 





Plan to Clean Up Display Service 


(Continued from page 24) 


and the only one that had the common decency to reply is 
Sol Fisher, of Chicago. To him I wish to pay this mild com- 
pliment. The writer thinks that he has done more for the 
uplift of display services than any other service man. He 
has always been courteous and helpful. If we were to follow 
his example, we would now be on a more solid foundation. 

Why don’t we service men get together, pull together, act 
as one, pull as one, and raise the standard to keep the 
“would-be’s” from pulling the profession down? 

We have missed a wonderful opportunity. The DISPLAY 
WORD has always been more than fair to us, publishing and 
even asking us for news items pertaining to our business. 
And we have failed. 

The writer knows that it is impossible for all the service 
men to meet in one place to perfect an association, so ad- 
vances this idea for your approval, and, if you are interested, 
asks you to write in your suggestions to the DISPLAY 
WORLD. 





DISPLAY HEADWAY NOTED IN RHODESIA 

Rhodesia, Britain’s baby colony, is the latest of her 
African possessions in development, but settlers are pouring 
in and her cities are growing in population. With the influx 
of white colonists, mercantile organizations are expanding 
and display is keeping pace. A. Watkin Jones, display man- 
ager for the H. M. Barbour Department Store, Salisbury, 
describes the window situation in his adopted country in an 
Interesting article appearing in “Display,” London window 
magazine. He points out that while the province was prac- 
tically devoid of whites thirty years ago, stores are now 
flourishing and the planters and their families demand the 
Same styles in apparel and house furnishings followed in 
Great Britain. 
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FOR EASTER TRIMS? 


Your windows demand proper 
lighting to make your displays 
effective, and SUN-RAY Spot- 
lights and Floodlights are going 
to help a great deal. 


READY NOW 










Spotlights direct 

attention to fea- 

tures in the dis- 

play. Floodlights | 

ve improve and in- 

; crease your reg- 

a ular lighting. Striking 

spring color effects easily 
obtained. 


THE NEW LOW PRICE OF $7.50 complete with color 
unit makes this a most inexpensive way of perfecting 
the lighting of your displays, to compel attention! 





Your display fixture dealer or electrical dealer can 
supply you promptly, or, if more convenient, send us 
your order—AVOID THE SPRING RUSH NOW. 


Suw-rag 


inc. 


Lighting Products 


119 Lafayette Street, New York 
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j 
—|DRAPE YOUR|——— 
WINDOWS 
MAHARAM 
ATTRACTIVELY | “rappics 





Made in our own mills, these beautiful 
and originally designed fabrics will set 
your merchandise off to their best ad- 
vantage. Send for samples. 


MAHARAM TEXTILE CO. 


107 West 48th Street 











New York City Bryant 2511 | 


OUR NEW CATALOGS 
J Show Complete Lines of ‘.. 


[] Wood Window Fixtures 
[] Wrought Iron Fixtures 
[] Metal Window Fixtures 
[] Show Cases 

[] Store Equipment 


























Mark which you are interested in and mail this ad to us. Give full 


name and address and we will mail whatever you want. Our 
~*~ prices and goods will prove a continual source of profit. 





Cincinnati Show Case & Display Fixture Co. 
232 Main Street Cincinnati, Ohio 
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A Contest to Better Radio Windows 


The Federal Radio Corporation Distributes Three Hundred Dollars 
in Gold to Dealers Producing Strong Selling Displays 


By H. F. COOK 


Assistant Advertising Manager, Federal Radio Corp., Buffalo, N. Y. 











HOW windows sell 
but not on all occa 
sions. Merely show- 
ing goods in the 


window will not 
bring customers storming into 
the retail store and demanding 
the products that have been ad- 
vertised there. Certain classes 
of stores know this and take in- 
finite pains in insuring pulling 
power to their displays. 

Unfortunately, the radio 
dealer has not reached this stage, 
but he is approaching it. His 
entry into the merchandise field 
is so recent and the public inter- 
est in his wares have been so 
great that he has not been com- 
pelled to give a great deal of 
thought to his front. But with 
7,000,000 radio sets in use, the 
day of easy selling is almost past 
and the time has come for more 
intensive cultivation of the field. 
Manufacturers of radio equip- 
ment have realized this fact, and 
one by one have gone to work 
to create interest in better win- 
dows. 

In November we launched 
the most comprehensive cam- 
paign we have yet attempted to 
line our distributors up for 
strong selling efforts through 
their windows. This took the 
form of a display contest open 
to dealers in the United States 
and Canada, and was made in- 
teresting by prizes in gold total- 
ing three hundred dollars. 

A broadside went out to all 
these retailers, a big black and 
white folder urging them to 
“Make Your Window Pay.” 





A WINNING QUARTET—At the 
top is the artistic City Music House 
display that won first prize for the 
Detroit organization. The upper 
center shows the McCreery Co., 
second prize trim; the lower center 
is Sowerwine’s third prize trim in 
their Huntington (Ind.) windows; 
the base, the fourth prize entry by 
the Radio Service Studio, Wash- 
ington, D. C. 
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“A contest of this kind will prove to you just how good 
you are at window decorating,” we declared. ‘‘Many 
retailers don’t know the value of a good window, and 
here is an opportunity to cash in on some easy money— 
payable just at Christmas.” 

The contest rules were simple, merely requiring sub- 
mission of a photograph of a display placed between 
November 7 and December 10, which contained at least 
one representative of three of our models, and acces- 
sories essential to their operation. Showings of com- 
petitors’ wares were barred. We stipulated that the 
name of the firm entering the contest must be typed on 
ihe back of the photograph submitted. 

Six prizes were offered, the first carrying an award 
of $100; the second, $75.00; the third, $50.00; and the 
next three, $25.00 each. The judges were editors of 
three magazines covering the field. 


The City Music House, of Detroit, carried off the 
first prize with an entry showing two beautiful windows, 
handsomely trimmed, with plush and floral embellish- 
ments. Both of the windows were of the arcade type, 
with openings into the store at the far side, and these 
had been cut off by hangings of plush, against which 
large cabinet models of our product had been placed. 
In the left window the trimmer had used the group 
arrangement scheme favored by many furniture display- 
men, showing, besides his radio, a console table with a 
polychrome mirror above and a wrought-iron bench 
upholstered in bright-colored velvet plush. In the oppo- 
site window it was impossible to follow this scheme 
because of the number of models shown, but the fore- 
ground had been tastefully set off by fabric drapes. 

The second prize was taken by James McCreery & 
Co., noted New York department store, with a display 
revealing a family group enjoying the pleasures of radio 
entertainment. Wax figures portraying a mother, sur- 
rounded by four small daughters, gave strong human 
interest to the scene. The background was a satin cur- 
tain with angling corners, which brought the figures 
and the instruments into strong relief. The atmosphere 
of Christmas was filtered into the showing by a large 
wreath hung at the top of the left end of the central 
curtain unit. 

Beautiful as this was, it was not a type of arrange- 
ment that could be readily copied by the average radio 
organization, hence it had to yield position to a less 
complex design. 

The third prize went to C. W. Sowerwine, Hunting- 
ton, Ind. In his shallow windows the Federal models 
were shown against caenstone backgrounds, lightened 
with tapestry panels. The floors were carpeted with 
bright floor blocks in contrasting colors, and a bright 
drapery was set in the inner ell near the store entrance, 
presenting a blaze of color to the eye of the passer. As 
this was the first object to meet his vision when ap- 
proaching from the left, it served as an excellent atten- 
tion-arrester, diverting attention to the contents of the 
window. Our display material was skillfully employed, 
placed in good balance and with full regard for propor- 
tion in dimensions. 

Fourth, fifth and sixth prizes were won in order by 
the Radio Service Studio, Washington, D. C.; the Whit- 
ney-Allison Co., Terre Haute, Ind., and Ralph L. 

(Continued on page 69) 
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What Do YOU Pay 


for these Staple Fixtures? 


We.manufacture these items 
—we have no jobbers—we 
have no salesmen. For good 
quality d’splay fixtures buy 
here at lowest prices. 











No. 324 — Statuary Bronze’ 
plated—9, 12 and _ 15-inch 
heights. Heavy cast, iron 
base. $8.50 doz. 


Be sure to get our New No. 406-A—ror uirls’ dresses. 
Catalog—ready soon. Stamp Adjustable 18 to 35 inches. 


: : Six-inch heavily weighted 
name on margin and mail base. Statuary Bronze 


this. Plated. $17.00 doz. 


D. J. HEAGANY MFG. CO. 
1121 W. Washington Blvd., Chicago, II. 
(Your Order to the Mailman Saves the Salesman’s Commission) 


























Break the M ar | 
“EFFICIENCY” 


WINDOW DISPLAY FIXTURES 


They Are All Interchangeable 
SEND FOR CATALOGUE 


The Efficiency Furniture & Mfg. Co. 
BEDFORD, OHIO 




















The New and Improved Original Design of 


@ THE BRISCHOGRAPH 


For Sign and Card Writers, Poster Artists and Displaymen 
The new model is made of black polished iron, redesigned ventilation 
and a double-hinged mirror, but the same POWERFUL lens that 
COVERS A 7x7 PICTURE and will enlarge to billboard size. A 16- 
foot square image was recently projected in a demonstration in a Co- 
lumbus department store, within a distance of 15 feet, and this same 
picture of 7x7 inches can be reproduced almost to its original size. 
That’s what our lantern will do, and that’s why we say, FIND OUT 
WHAT SIMILAR LANTERNS COST, ASK WHAT SIZE PICTURE 
THE LENS WILL COVER. For only by comparison will you know 
that the Brischograph is superior. It will reproduce every kind of a 
picture from magazines, newspapers, sketches or photos. Simply place 
picture, switch on lights, focus to size and draw or paint what you see. 
It will reproduce colored pictures in their printed colors. Comes com- 
plete with switch, cord and plug ready to use EXCEPT LAMPS. Use 
two 150-watt standard lamps, which are sufficient for ordinary posters. 
Unless established, send check or money order for ten days’ trial. 
“You be the judge.” Your money will be refunded at your request. 
Only one model and priced at $25.00, delivered to your door. 


THE BRISCHOGRAPH 
1576% NORTH HIGH ST. COLUMBUS, OHIO 
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Color and Light Gird Hardware Sales 


Kansas Windowman Becomes Expert in Applying Color Lighting to 
Crepe Paper Backgrounds—Finds Sales Power Increased 


TICKING closely to its knitting” is not a 
favorite prescription for business nor busi- 
ness getting. One of the interesting fea- 
tures of every distribution survey is the 
great excess of outlets over the number of 

houses engaged in the same type of business. If there 
is a chance to sell goods at a profit the average merchant 
is not inclined to stand on etiquette and quibble over 
the possibility that the item doesn’t properly come 





he Te ee a ilk, ‘es 
then STORE 
our HaRpwAPt : 


° See 
CaO! 





within his jurisdiction. Razors are not generally con- 
sidered as hardware except when an infuriated shaver 
finds that he has a dull blade and no extras to replace it. 
But hardware stores have long considered them as close 
to cutlery, definitely within hardware scope. And when 
the makers of safety razors began their present cam- 
paign of intensive competition, the hardware houses 
were quick to capitalize their special deals to store ad- 
vantage, putting a strong selling pressure behind them. 

How one of them promoted 
interest in a special razor offer 
is revealed in the accompanying 
plate of illustrations portraying 
installations by W. H. Paul, dis- 
playman for the Kong Hard- 
ware Company, Seneca, Kansas. 
Paul is a specialist in crepe 
paper decoration and has won 
distinction in his section for 
selling trims. In this display 
he showed his goods upon the 
floor and a high plateau with a 
large attraction device fashioned 
out of a “Gem” dealer help just 
above it The display was cut 
off from other goods by a pair 
of dividers consisting of wings 
of crepe paper brought down at 
angles to the plateau. Lacy 
streamers descending from a 
crimped paper valance formed a 
background for the poster. Ro- 
settes and tubing were promi- 
nent, and good use was made of 
the manufacturer’s display ma- 
terial. The color scheme was 
blue and white, and, to intensify 
interest during the evening 
hours, the window was flood- 
lighted with amber rays. 

A Christmas display of At- 
kins saws gave Paul a a chance 
to demonstrate his ability in 
building a wintry setting. Green, 
white and red papers were used, 
rope tinsel along the panels of 
the background, and cotton bat- 





COPY FOR ANY STORE—Paul’s 
trims are simple in layout and de- 
rive their color charm from bright 
crepe paper decoratives enhanced 
by harmonious lighting. At the tor 
is his razor trim executed in blue 
and white; below it is a red, white 
and green setting for Atkins’ saws, 
and at the base a showing of Cole- 
man ranges. 
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ting as snow. Over this was poured the holiday illumi- ee ee ae ee a ee ae 
aarti Beautiful Klee Fixtures command 


Coleman ranges in a setting of blue and white with 
dealer help material prominently shown, Coleman lamps attention to your 
merchandise 


and lanterns, and accessories of these products, featured 
a recent window that could serve as a pattern for fellow- 
hardware men. An artistic border at the top of the 
background, a torrent of lace fringe under it, and the “Let Your 
eS was complete. The side walls were of solid Dis Dp la y 

lor paper with contrasting color tubes outlining the , 
panels. At the front were wings of crepe paper drawn Windows Be 
back and held in place at the center by rosettes. KLEE Fixed” 











Premier Cleaners Contest Opens 


Only Five Days to Register for Participation in Prize 
Competition; Three Classifications Outlined 


WINDOW display contest on the Premier Family 

of Electric Vacuum Cleaners is being launched by 

the Premier Service Company, Cleveland, Ohio, 

paralleling introduction of this novel group of prod- 
ucts. In addition to the well-known Premier Duplex, the 
company’s line now contains the Premier Junior and the 
Premier Pic-Up. The Junior ig:-two-thirds the size and two- 
thirds the price of the Duplex, amd the Pic-Up is one-third the 
size and one-third the price. 

There will be three classes of contestants for the Premier 
Family prizes—central stations, department stores and approved 
dealers in the United States and Canada, with one grand prize 
for all classes, namely, the Chevrolet Sedan. In each class the 
cash prizes will be, first, $100; second, $75; third, $50. Also 
twenty honorable mentions to receive $25 each, and twenty- | 

















five additional honorable mentions that will carry a $20 re- KLEE DISPLAY FIXTURE Co., Inc. 
ward, making a total of fifty-five prizes. | MANUFACTURERS 
It is pointed out that everyone entering the contest has an | 172 Atlantic Avenue, Rochester, N. Y. 








equal chance, since he will only compete with those in his own 
classification. More important, perhaps, is the fact that con- 
test entrants will link their starts with the impressive double- 


page color advertisements in the national magazines. DISPLA Y FABRIC S ; 
The contest rules provide that all entrants must be regis- ) 





tered with the Premier Service Co., at Cleveland, Ohio, before for 

March 20, 1928. Each contestant will agree to install a com- 

plete Premier Family window display for a period of seven EASTER and EARLY SPRING NEEDS 
consecutive days between March 26 and April 7, and to devote Are Now Ready in Greater 

one entire window to the display. By a complete family is 2 Variety Than Ever Before. 


meant one or more Premier Duplexes, Premier Juniors, Pre- ’ 


mier Pic-Ups, Floor Polishers and Hair Dryers. To aid retail MENDELSOHN’S TEXTILE CORP. 
stores in making their windows unusually effective, Premier 156 West 45th St New York City 
offers attractive window trims in novel variety. This includes Q : ‘ 
the Premier Girl cut-out in life size, an electric flashing pedes- 
tal and a handsome authorized dealer sign. 

Photographs of the competing windows must be sent to the 
Electric Vacuum Cleaner Company prior to April 25. These 
photos will be judged from several standpoints—attention 
value, reminder value, sales power, arrangement of material, 
and for lighting arrangement. 

The judges of the contest will be Messrs. W. L. Stens- 
gaard, president of the International Association of Display 
Men; C. C. Agate, managing director of the Window Display A era a ay oe 
Advertising Association; A. L. Atkinson, publicity manager of 5, CAMDEN ARTCRAFT CO, 160 N.Wells St 
General Electric Company, merchandising department; B. M. CHICAGO,ILL. 

Fast, sales manager of Associated Gas and Electric Companies ; 
Thomas F, Logan, president of Lord & Thomas and Logan, 
Advertising Agency. Further information concerning the Pre- 
mier Family window display contest will be found in the ad- 
vertising pages of this issue, or by writing the Contest Editor, 
the Premier Service Co., 1739 Ivanhoe Road, Cleveland, Ohio. 
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Send Glass Sizes for Estimate 
Designs and 











By mail. Easy, scien- 
tific, thorough course. 
Earn $1.00 to $2.00 an 
hour in spare time. 
Learn while you earn.* 
Wylie earned over $1,000.00 in prizes. Miller made 
cards after the fourth lesson. Anyone can learn by 
Botts Method. 25 leading card writers are contribu- 
tors. Some are: Frank Dodson, Donald Kester, G. D. 
er Paul Massee, Frank Tucker. Others next 
month. 


BOTTS COLLEGE, Botts Bldg. Guthrie, Okla. 





“ADLITE” INTRODUCED BY ADLER-JONES 
The “Adlite” is being featured by the Adler-Jones Co., 
649 South Wells Street, Chicago, in two styles, a flood light 
and a spot light. It has a duco finish in deep blue and comes 
quipped with six color screens, color. frame, cord and socket. 


It is made of a non-rusting, non-tarnishing material, and USE THE OPPORTUNITY EXCHANGE AS 
Scientifically constructed to eliminate light circles. YOUR WANT AD MEDIUM 
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New Philadelphia Regime Takes Helm 


Jerome Koerber Heads Panel of Officers Chosen at Testimonial Dinner 
to Howard Kratz—S peakers Forecast Advance in City’s Displays 


By GEORGES de VERRY 
Secretary, Philadelphia Display Guild, Philadelphia, Pa. 


HE city of Philadelphia has always been to 
the fore in the field of merchandise display, 
and progress for the new year recently 
received a decided impetus. This was on 
the evening of January 21, when the Phila- 

delphia Display Guild tendered a dinner in the Ritz- 

Carlton Hotel to Howard L. Kratz, director of the Ad- 





and reviewed recent highlights in the annals of the guild 
—in particular the dinner given by Mr. Kratz to the 
guild members a few months previously in the Wana- 
maker store. 

A further expression of the esteem in which Mr. 
Kratz is held by his colleagues was demonstrated when 
Mr. Harveson presented to Mr. Kratz a hand-illumi- 





PHILADELPHIA OFFICERS—Left to r‘ght: Georges de Verry, secre‘ary: Farry Rosen, ass's ant secretary; 
Benjamin Mettie, second vice-pres‘dent; Emile Schmid’. vice-president; Willam Mavers, chairman of member- 
ship committee; Kenneth Harveson, treasurer; seated, Jerome Koerber, president. 


ministration of Arts and Decoration in the John Wana- 
maker Philadelphia store. 

The audience of seventy-five included the foremost 
displaymen in the city, and the addresses made were 
indicative of cooperation and good-fellowship that 
promise interesting developments in display for Phila- 
delphia. 

The toastmaster at the speakers’ table was Kenneth 
Harveson, treasurer of the association, who opened the 
addresses of the evening with several pertinent remarks 
regarding the progress through the years of the guest 
of honor and of several other veteran displaymen at the 
table. He outlined briefly the history and progress of 
the association from the early days till the present time, 


nated lambskin penned with warm and gracious phrases 
and signed by each member of the guild 

Mr. Kratz’s speech of thanks was filled with heart- 
felt emotion, and it was not difficult to see that he was 
deeply moved by this tribute of his comrades. He 
stressed the fact that he considered the guild a power 
for good in its field, and felt certain that its activities 
would do Philadelphia proud. A sincere invitation was 
extended by Mr. Kratz to all those present to visit him 
in the Wanamaker store, where he would be pleased to 
personally conduct them throughout the display depart- 
ment. In conclusion, Mr. Kratz presented a traveling 
clock to Mr. Harveson and a pipe to John Fields, 
former display manager for Gimbel Brothers, under 
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whose brother Mr. Kratz had learned the rudiments of 
display. The presentation of these tokens of friendship 
brought a salvo of applause from the audience. 

Mr. Fields, known and loved by the entire profes- 
sion, spoke next, and his witty and inspiring comments 
were acclaimed by the entire gathering. 

Following Mr. Fields came William Bulmer, who 
is affectionately known to his colleagues as “daddy of 
all displaymen in Philadelphia.” Mr. Bulmer recalled 
the early days of display decoration, forty years ago, 
contrasting the old dilapidated fixtures of those times 
with the well-fashioned ones of modern days. 

The next speaker was Jerome Koerber, display man- 
aver for Strawbridge & Clothier, who recalled the early 
days when he was chosen, as representative of the Dry 
Goods Economist, to form display clubs. 

Georges de Verry, French exponent of modern art 
in display, made several interesting remarks on that 





HOWARD L. KRATZ 


subject, following step by step the various eras of dis- 
play. 

Benjamin Mettie, display manager for Lit Brothers, 
related a few episodes of the days when he was one 
of Mr. Bulmer’s “boys.” 

Emile Schmidt, display manager for Gimbel Bros., 
spoke of the wide opportunities for success to be found 
in the field of display. 

William Mayers rose to pay tribute to Mr. Harveson 
for his skill in arranging the dinner, and lauded him as 
a wonderful worker and “go-getter.” 

Letters were read from W. L. Stensgaard and from 
Clement Kieffer, Jr., of the I. A. D. M., expressing their 
regret at not being able to attend. A similar letter from 
Roy Kratz, of the Nuttall Mfg. Co., was read. Then 
followed the reading of a communication from Mr. 
Devine, of the convention committee relative to the ad- 
visability of holding the 1929 convention of the I. A. 
D. M. in Philadelphia. 

A short business session now followed, and election 
for officers was called, with the following unanimous 
results: President, Jerome, Koerber; vice-president, 
(Continued on page 64) 


DISPLAY WORLD 























Kentia Plants, nat- Pyramid  Ruscus 
ural prepared with Trees, natural pre- 
removable leaves, pared for indoor and 
from four to eight outdoor use, from 3% 
feet high. to 6% feet high. 


SPRING CATALOG NO. 2 


in colors illustrating Artificial Flowers, 
Plants, Trees, Vines, etc., mailed Free. 





Frank Netschert, Inc. 


61 BARCLAY STREET NEW YORK, N. Y. 











Before Ordering a Valance, Write 5 
| BRYAN’S, Louisville, Ky. 








Advertisers --- Manufacturers, Ete. 
The most wonderful signs, show cards, 
etc., in all colors, with gummed paper, 
without ink, can be produced with our 
“KRAUSE” EMBOSSING PRESS. No 
experience necessary. 


HOFFMANN TYPE CO. 
112 E. 13TH STREET NEW YORK CITY 








LITHOGRAPHED DISPLAYS 
CUT-OUTS, POSTERS, ETC. 


LUTZ & SHEINKMAN, INC. 


LITHOGRAPHERS SINCE 1896 
2 DUANE STREET NEW YORK 








° > 8¢. le 
qo TO $200 WEEKLY 
‘assos, N.Y.. gets for single show card. 
C., says:**Earned uate course.’ 

in’ 


guarantee. 
DETROIT SCHOOL OF LETTERING 
155 Stimson Ave, oe isos Detroit, Mich, 
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HEN Ben Allaun spoke 
to the displaymen at the 
San Francisco conven- 
tion about close observa- 
tion,” says P. A. Har- 

rold, display manager for the Model 

Grocery Co., Pasadena, Calif., “he 

made a big hit with me, as I have 

always felt that way in the display 
game. 

“One of the things that Ben told 
was about the boy that started out to 
learn the decorating game. The first 
thing he was assigned to do was to 
sweep out the store. He observed 
everything he came in contact with, 
and today, Ben tells us, he is a big 
man in the display game, simply be- 
cause he observed. — 

“T shall never forget when I started 
out to learn the display game. The 
sweeping was the first thing in the morning that I was 
assigned to do. Believe me, I did observe the boss 
every minute of the day, to see when he would call me 
to help in the windows. So the day came, and just 
thirty years ago I started. 

“T am not going to tell you much about what I have 
done in the display game, as I have had a good many 
hard knocks, and the more knocks and ups and downs 
[ have had the better I liked my work. By this I mean 
that the display game is not always a path of roses. 

As I look back I can see how the art of decorating 
has advanced, just like the real estate business. I have 
a great hobby of window shopping. I like to see how 
the other fellow does his work, and I can usually get a 
few ideas from his display. Sometimes I see a display 
window that I would like to get into and make a few 
changes, and I know that the displayman would agree. 

“Color lighting effects are becoming more and more 
popular, but there is still a big field to be covered. Just 
for an example, we will take the red. Suppose you take 
four or five red silk velvet dresses and use them for one 
window with a few other accessories. Then, of course, 
you will want light effects. Now forget all about the 
red color, and spot two or three figures in the red 
dresses with a 500-watt spotlight with a white softener. 
Then take off the white softener and put on a red gela- 
tine sheet and see which one you like best. I venture to 
say you will prefer the clear soft light . You could use 
some red spots in the same window, but don’t turn them 
on the red dresses. Put them in the ceiling and train 
them on the floor on some material that will take the 
red color. 

“Do not try to master color lighting in a week or 








(The biographicasketch of Mr. Herrold is the fortieth of a series now 
in process of publication) 





P. A. HARROLD 
Display Mgr. Model Grocery Co., 
Pasadena, Cal. 


two. When you have a window dis- 
play of merchandise and use color 
effects, come down in the evening and 
stand across the street and see how it 
looks. This is your best teacher, and 
if you have any bent for color you 
can see a few mistakes, and the next 
time you have occasion to use colored 
light you will avoid those errors. 

“Some of the large stores have ex- 
perimental windows in the basement. 
Of course, any dark corner is all right 
to try out colors, but at the same time 
you haven’t any street lights to con- 
tend with. Build a display in the base- 
ment with color lights, then put this 
same display in the window and see 
what it looks like at night with all the 
street lights on and a dozen or more 
reflections. I know you will be a little 
disappointed. 

‘Too many displays are a bunch of guesswork. Any 
old thing will do for two or three days, as long as it isn’t 
a permanent display. I make it a rule to plan ahead. 
Sometimes I plan six months ahead for a certain dis- 
play that I know is coming up, so when the time comes 
everything fits to a tee. Good displays cannot have too 
much planning.” 





Convert Windows Into Advertising 
(Continued from Page 17) 

When C. A. Taylor dressed the window for Kutt- 
ner’s, of Rome, Ga., that proved to be the best in his 
state, he conceived the idea that the ribbons which were 
to link his shoes with the descriptive dealer helps might 
serve as the attraction device. While he used a large 
lithographed panel with plush drapes and a doll to hold 
the connecting ribbons, neither of these accessories 
could be said to have exerted unusual pulling power 
upon the passer. But ribbons leading to cards are sel- 
dom used in shoe displays, and the geometric design 
which Taylor gave his strings undoubtedly aroused 
curiosity because of this fact. So easy is it to step out 
of the ordinary and traditional! Understanding the 
public’s mind is the only requirement. The unusual 
gets attention, even if only a piece of string. 

The Hub Shoe Store, installers of the best display 
in Pennsylvania, did not yield an iota of display policy 
in arranging their contest trim. Building up their win- 
dow in the ornate but stocky style usually followed, 
pyramiding the shoes from the front back to the top of 
the mirror-paneled background, they achieved a heavy 
but attractive composition that brought out the Ault- 
Williamson message, but not with the same smashing 
punch put into the windows of the major prize-winners. 
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Mr. G. E. Johnston, Display Manager for Sharp-Hamilton Company, of Fairmount, W. Va., sends the 
above reproduction of a special ‘‘Tuxedo” display to show how the Cutawl is helping him save time, 


labor and background production costs. 


The Cutawl has well paid for itself--- 
writes the designer of the above display 


“The entire background and panel in the center of this display,’”’ writes Mr. Johnston, 
“‘were all made with the Cutawl. Even the floor designs were cut out with this machine— 
then painted and inlaid—thus getting away from the old-time square block effect so 
common in most clothing displays. 


“The Cutawl has well paid for itself according to my experience, and no displayman can 
afford to be without one.” 


THE INTERNATIONAL 


CUTAWL 


Everywhere the experience of MONEY-SA‘* ING with the Cutawl is the same. It is the 
logical result of time-saving. Men specializing in Window Display work cannot be ex- 
pected to laboriously cut out their backgrounds by hand. Their time is too valuable to 
be wasted in MECHANICAL PRODUCTION that a boy or a girl, with the help of the 
Cutawl can do better, and in less time. Any way you look at it, your investment in the 
Cutawl will yield BIG dividends. It will SAVE enough in time, labor and material costs 
to pay for itself in a very short time. 


Prove the Cutawl’s worth to you--- 


Write for 15 Days’ FREE Trial Offer 


Send for the Cutawl. Try it on some of your most difficult cut-out work for 15 Days 
AT OUR RISK. If you are not entirely satisfied that it is the greatest labor-saver you 
ever had in your display department, you can send it back. We are always glad to ship 
the Cutawl on 15 DAYS’ FREE TRIAL to any displayman or firm who will furnish suit- 
able credit references. Write today for full particulars. Address 


THE INTERNATIONAL REGISTER COMPANY 


13 South Throop Street, Chicago 
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DisPlay World 


Title Registered U. S. Patent Office 
FOR MERCHANTS—DISPLAYMEN—ADVERTISING MEN—NATIONAL ADVERTISERS 
Issued on the Fifteenth of Every Month by 
THE DISPLAY PUBLISHING COMPANY, CINCINNATI, OHIO 


H. C. MENEFEE, President 





C. R. ROGERS, Editor 


OUR PLATFORM 
1. The Development of the Art of Mercantile Display. 
2. More Intimate Cooperation of Manufacturer and Merchant. 
3. The Encouragement and Advancement of the Independent Display Service Idea. 
4. An Ideal, Practical and Helpful Personal Service to the Display Profession and 





N. SILVERBLATT, Secretary 


Its Industry. 


5. Appreciation of Display by Merchants as the Most Powerful Factor in the 


Business of Selling. 


6. To Maintain the Independence of Its Editorial Columns so That It May Always 
Discuss, Without Fear, Bias or Jealousy, Every Activity in the 
Display Field and Serve Best All Interests. 


ipts, photographs and all editorial material intended for publication should reach the publishers on or before the first of the 
ee “month of date of issue. All photographs reproduced become the property of the publishers. 





Art Wins Sheer ugliness has never been applauded, 
Over but in many lines of manufacture, as the 
Utility mechanical genius of American industry 
was developing, products entered the market and became 
popular because of their utility and cheapness, and ugli- 
ness was accepted as a necessary concession to price. 

The hand loom and village smithy are not so far in 
the background that their traditions have been totally 
forgotten. In a day when manufacture was slow and 
crude and the demand constantly exceeded the supply, 
there was neither inspiration nor solicitation for beau- 
tiful creations. 

Men who were wresting farms from forest lands 
and driving creaking wagons over corduroy roads were 
content with a minimum of comforts. Subsisting upon 
foodstuffs and meats produced on their own lands, clad 
in homespun, equipped with primitive tools, they asked 
merely better means of handling their tasks and soften- 
ing the gripping hardships of their existence. 

But machinery and invention have produced a revo- 
lution. Goods now seek the buyer, not buyers the goods. 
Industry finds it increasingly difficult to obtain outlets 
for volume production. No longer is it sufficient merely 
to provide time and labor-saving implements, or practi- 
cal, though ungainly, luxuries. 

Suddenly it has dawned upon manufacturers that 
humanity craves color. Drab and sombre furniture and 
furnishings have lost caste. Even in the kitchen, from 
time immemorial a dismal habitat for pots and pans, has 
come the call for bright tables, colorful stoves and 
gleaming utensils. Bathroom fittings and accessories 
also demand their share of enlivenment with invig- 
orating pigment. 

The advertising men did it, says Robert W. DeFor- 
est, in the January Review of Reviews. They first per- 
ceived color’s value as a means of arresting attention. 
They poured it into their pages, and set buying circles 
afire with interest in decoration. They packaged their 
goods attractively and sent sales volume soaring. 


Retailers caught up this interest, capitalized it in 
apparel, fostered it in interior decoration and drove it 
ahead with colorful displays. Industrial art quickly 
became a subject of vital concern to all forms of busi- 
ness. 

The art museum has done much to encourage this 
advance. But a more potent advocate is now entering 
the lists. The department store has assumed the role 
of patron and sponsor for industrial art, and in many 
instances during the past year has staged art-in-trade 
expositions as demonstrations of the progress which 
American manufacturers have made in introducing 
good design into articles of everyday use. 

“In the light of the part which Paris department 
stores play in the artistic life of France,” says DeForest, 
“the leadership which the Macy department store in 
New York has assumed becomes of real interest to 
Americans .. . . As the primary sales outlet for the 
broad range of articles designed for everyday use and 
adornment, the department store group exerts a pro- 
found influence on the sources of production.” 





Prestige That prestige-building displays are best for 
or Sales stores where the stream of pedestrian traffic 
Trims? is so rapid that few passers can stop is the in- 

ference to be drawn from a recent discussion 
of Lord & Taylor window policy by Samuel W. Rey- 
burn, president of this noted Fifth Avenue establish- 
ment. 

“Our general policy,” Mr. Reyburn declared, “‘is to 
have every window make a prestige appeal for the whole 
store, and so, to guide us, we try to have an idea to ex- 
press with each window. The material used in present- 
ing the picture is the merchandise we have to sell. The 
audience are the people who pass along the avenue. A 
count of these shows that only one pedestrian out of 
every twenty-two who pass along this very busy street 
comes into the store. This does not include the people 
on busses and in automobiles. 
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“To attract the attention of the passing crowd, our 
windows must be graphic. There must be, as the news- 
paper man would say, ‘white space.’ In other words, 
we canot use too many articles at once. A very large 
part of the effort is to leave a pleasing impression of the 
store as a whole on a great many people who pass, 
rather than have the windows offer specific merchandise 
for sale. There is no loitering on this part of Fifth 
Avenue. For a store located on a street where people 
may loiter, or a business that offers a wide variety of 
merchandise in the lower price ranges, the so-called 
‘selling window’ would, no doubt, make a better appeal.” 

Mr. Reyburn’s analysis of Lord & Taylor’s display 
requirements seems logical enough, but his dictum upon 
the fitness of crowded windows for popular price stores 
is open to debate. Even the most-casual observer will 
admit that evening ‘window shoppers, who make their 
inspection of displays at a time when they are unhur- 
ried, as a rule pause but for a fraction of a minute. In 
that brief time they must snapshot the offering. Price, 
style, quality—all the vital factors of selling—must be 
comprehended in this brisk inspection. 

Whether for prestige or for volume, displays are 
subject to the same hazards. The more compact and 
simple the design, the quicker it is digested. Whether 
the trim is stocky or light, it seems that its effectiveness 
is improved by limitation of goods to one line or item. 





An Idea “Give me an idea for an Easter trim.” 
For a_ . How often at this time of year do requests 
Trim of this kind reach our service department! 


Nor is it the only season. They filter in 
before the holidays, spring opening, as the July 
clearance sales approach, and later just before the 
advent of fall openings. Not numerous; perhaps not 
enough displaymen realize the value of independent 
counsel. The significant fact is that there are tens 
of small town windowmen who are dubious concern- 
ing their own window schemes, or lack the time to 
plan designs. 

Courage to rely upon their own plans is their 
first requisite, and of almost equal importance is 
ability to plan. Ideas lie all about them. At work or 
at play, on the street, in the theatre, at home, every- 
where, events are transpiring, and each of them should 
suggest a display development. 

Goods become valuable only as they serve the 
purpose of their possessors, and usually this value is 
brought out by demonstrations of use. Draping 
fabrics around forms gives an idea of the finished 
manufacture. Showings of hosiery may be given 
pulling power by play upon their appropriateness in 
color and fabric. 

The interest of the masses may be aroused for 
store events by stressing the economy of their pur- 
chases or the quality of merchandise at their disposal. 
For Christmas a new note must be struck. No longer 
's appeal made directly to the self-interest of the 
passer. The joy of the recipient of the gift is the 
theme which awakens most response. Whatever of 
art or motion will add to desirability or focus atten- 
tion on the windows is worthy of the displayman’s 
consideration. : 

Wayside scenes in autumn or spring, illustrations 
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from magazines, scenes from theatrical productions 
and dramatic incidents in the course of everyday life 
offer suggestions that should be noted down as they 
are witnessed. If you will keep a pocket notebook 
and record these episodes, it will be found a never- 
failing source of aid for every type of display. 





Can You Proximity to the spotlight is not always 
Recognize the foundation of fame, although the 
Opportunity? windowman of Fifth Avenue or State 

Street is more likely to become a lumi- 
nary than a brother-craftsman in a prairie town. Ability 
and ideas are propelling forces which will carry men 
to the heights, regardless of their handicaps. The 
“bush league”’ trimmer may burn up the backwoods and 
consume his genius in profitless exertion, but he will 
remain a “bush leaguer” until he elects to travel in 
faster company. 

He may go to the city and break his heart in vain 
efforts to push upward through the mazes of a big town 
display staff, unless he looks for the “breaks” and fol- 
lows them swiftly. But if he is alert and anxious for 
progress, quick to weigh his possibilities, and ready to 
thrust ahead whenever opportunity knocks, no obstacle 
can bar him. 

Ideas are merchandise of a rare worth. Executives 
are plentiful; pioneers are few. Analyze your profes- 
sion. Learn its possibilities ; gauge the shortcomings of 
the majority. For the mass of men in all lines there is 
nothing so pleasing as a rut. It offers a track where the 
traveler can follow those who have gone before with but 
scant discomfort. But it does not bring him any dis- 
coveries, nor reveal any new treasures. 

Every occupation offers scores of opportunities for 
refinement and improvement of technique. Everywhere 
there is demand for more accurate appraisal of the 
human element with which the trade or profession deals. 
It is the fellow whose keen gaze reveals something in 
the commonplace that his predecessors have not seen, 
some definite need, some change in appeal or urge 
that jogs us out of our complaisance and proves that 
“over our broken and traitor lives the great winds utter 
prophecies.” 


Advertiser Time passes quickly, and time is the 
or commodity that the displayman mar- 
Mechanic? kets. From the hour that he enters the 

store in the morning until he finishes 
late at night, he is selling time. The ideas that he 
works out, the detail that he puts into his displays, 
the selling punch that he blends with them must be 
visualized some time during this period—or “doped 
out” when “off the job.” 

There is a surprising variance in the number of 
men in the display forces of stores with the same num- 
ber of windows. One midwestern department store 
uses nine men in handling fifteen windows, while an- 
other with a battery of twenty-eight has but three. 
In the same city another organization with ten win- 
dows keeps a staff of six men. 

Paring the display department down to a mini- 
mum converts the displaymen into mere mechanics, 
whose utmost in expression is artistic presentations. 
And pretty windows are so universal that they are 
rapidly losing their effectiveness. 
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Display As It Affects the National Advertiser 












When Goods Lack Intrinsic Appeal 


How the B. F. Goodrich Company Kindles Buying Desire Through 
Play Upon the Benefits Which the Product Offers 


NTRINSIC appeal is a valuable asset when an There are some forms of apparel that approach this ad- 

article is to be advertised. A window full of mirable status. A bright bit of neckwear, a cravat, or a 

~ red and green apples, or oranges stacked in neatly tailored shirt may bring the buyer in off the sidewalk 
pyramids, exerts instant appeal to the appetite with full-fledged interest and willingness to purchase. 

of the passer. Gleaming silverware and flash- But diminish this intrinsic appeal and instantly the product 

ing jewelry have the same attributes. Their on display demands assistance in inspiring the same measure 

beauty is their lure and mere exhibition arouses desire. of desire. Forms are required to set off men’s clothing and 


beautiful wax figures are called into 
play to bring out the style and 
charm of women’s apparel. How 
much more necessary is this assist- 
ance when such drab and utilitarian 
wares as automobile tires are pre- 
sented ? 

The B. F. Goodrich Co. is keenly 
aware of this situation and has 
been unflagging in its endeavors to 
provide its branches and dealers 
with display material that supplies 
these vital qualities. In the home 
office at Akron one division of the 
advertising department devotes all 
of its efforts to production and dis- 
tribution of these aids. Over in 
its drug sundries department an- 
other staff is at grips with the same 
problem and is constantly seeking 
new and better means for strength- 
ening the displays of these wares. 

Though the major part of its 
efforts is devoted to preparation of 
material for general distribution, 
the Goodrich organization never 
loses sight of the values of its 
branch windows. In Akron and 
nearby cities with large divisional 
sales offices, windows are frequently 
provided with strong displays that 
are given power by specially pre- 
pared backgrounds and_ cut-out 
figures. 

Witness the set showing two 
mountain goats ‘stationed on 4 
HY) rocky crag upon whose surface 
ome stands a Silvertown tire. In the 


er £ Jee: background is a mountain range 
ae beet ‘i oodri with a road winding about its 
pees a e Wadi dis precipices. In this arresting back- 
oY AYA rey NS % | grounu, R. K. Stratton, designer of 

.._ Are Durabie ~ |i ,’ Hie 








GOODRICH BRANCH TRIMS— 
Suggestions of touring as well as 
durability in tires are conveyed i0 
the top trim; its background illum!- 
nations were red and blue, and the 
center unit was flooded with amber. 
The middle window tells its owl 
story. The base shows a dealer help 
reproduction. Illumination was sub- 
dued to a rich blue. 
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many of the Goodrich displays, brings out the sturdiness of 
the company’s tires, their ability to stand stiff punishment, 
and their fitness for travel in regions where roads are stony 
and difficult. Durablity is his theme—tires with durability 
comparable to the mountain masses behind them. 

Another showing which aroused interest quickly was the 
portrayal of a garage with doors ajar, disclosing the rear 
of an automobile. The motorist and his son are ready to 
start out for a short trip and are preparing to enter the 
structure. As the spectator stands before the window he sees 
the spare tire, a representative Silvertown, on its stand, a 
window fixture of unexcelled efficiency. 

The strength of the display lies in its naturalness. The 
scene is familiar to every passer. The tires are shown easily 
in a normal position. and linked up with a car. When the 
motorist gazes on the spectacle he can magine himself open- 
ing his own garage, can feel the relation of the goods to 
motor needs, and thinks in terms of motoring rather than 
of tires. Poor casings, and particularly worn casings, take 
the joy out of this relaxation, and the scene brings this fact 
to the viewer's mind. If his tires are old and troublesome, 
the setting causes him to think of a new “spare” as a means 
of obviating the discomforts of constant repairs. 

In ths fashion buying desire is created. It is a desire for 
pleasant motoring, not tires, and Mr. Stratton realizes that 
this is the only way in which desire to buy tires can be 
created. 

The concluding illustration is a poster background re- 
producing a “dealer help” for window use which has received 
wide circulation. The lighthouse among the rocks must be 
impregnable to the dash and violence of the waves pounding 
in upon the reef. The tires that bear up American traffic 
must be equally strong to sustain the shocks of all types of 
roads. From this analogy the Goodrich organization evolved 
this far-famed design, and in this branch display presents it 
as the background of a simple display in which but two tires 
appear. 


W.D.A.A. Has Regional Meetings 


Invades.Philadelphia, Chicago and Boston in Moves to 
Strengthen Interest in Society 





EETINGS of advertising men and manufacturers 
interested in window displays have been arranged 
by the Window Display Advertising Association 
at Chicago and Boston supplementing gatherings 

already held at New York and Philadelphia. The Chicago 
meeting has been set for April 15, while the Boston dinner 
was scheduled for March 13. 

John C. Sterling, vice-president and director of the 
McCall Company, addressed W. D. A. A. members and the 
Window Display Advertising Group of the Advertising Club 
of New York at the club rooms, 23 Park Avenue, on Febru- 
ary 10. It was the second dinner held by these organizations 
this winter, 

On March 1, C. C. Agate, managing director of the W. D. 
A. A. addressed a group at the Poor Richard Club, Phila- 
delphia advertising body. H. R. Carlisle, of the Atwater Kent 
Manufacturing Co., served as chairman. 


A Way to Avoid Wrangling 


Advertiser Prescribes Specification Sheet as a Means 
of Securing Satisfactory Displays 





NE of the biggest factors in having windows in- 
stalled satisfactorily by window installation serv- 
ice companies has been a specification sheet,” .de- 

™ clares a member of the Window Display Adver- 
tising Association in the current issue of the organization’s 
hlletin, “These specifications are printed on super stock, 
nm feet by 11 feet, and show a half-tone illustration of the 
‘splay as well as a line-cut diagram with colors of the crepe 
ied indicated. On one side we show a display for the 
7 back type of window, and or the other a display for 

Open type back to be used where the dealer objects to a 
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“Goods well - displayed 
are half sold /” 


OW true that 

old adage is ! 
And it still holds as 
good with even | 
greater meaning 





today. 
Timberlake Display 
Fixtures increase 


your sales—pyramid 
your profits — cut 
your inventories. hs oo" n 
They keep your ¥ sy 
stock at a minimum. 
They induce more 
frequent turn-overs. 
They lessen your 
, overhead. 
Write for complete 
SF aay 0 Price- 
ist. elect your a 
immediate store ae 
needs for prompt a 
delivery. Timber- 
Display Stand No. 761- lake Display Fix- Card Stand No. 690. 
CB. Swivel top, swings tures are moderately F 514" x7” G 
in any position, dark priced, of modern oF ‘kee “s 
gun metal finish, cast design and _ with metal or spotted oxi- 
base—$4.50 doz. inbuilt quality. dized finish—$6.00 doz. 


























J. B. TIMBERLAKE & SONS, Inc. 


JACKSON, MICH., U. S. A. 




















— You Used the 
New Crinkle Crepe 


and found how the new Tuttle method of manu- 
facturing has made it the most workable crepe 
paper on the market? More pliable—gives up its 
stretch without breaking—finer crepe—sun-fast 
colors. 





Send for FREE sample folds of the improved 
Crinkle Crepe. Choose a color you can use in 
your window and put it to an actual test. You’ll 
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Salesmen of the John Leslie Paper Company, Minneapolis, Attending a Show Window Demonstration 


display that shuts out light from the store, or where he 
has the low rail type of open-back window. Swatches of the 
actual crepe paper to be used are attached to each specifica- 
tion sheet, in addition to specifying the actual color num- 
bers. We have eliminated all complicated descriptive mat- 
ter and directions so that it tells its story at a glance. 

“When an installation company is written for a price on 
work, we always enclose one of these specification sheets 
stating that we expect the trims to be made strictly in accord- 
ance with the specifications. 

“When the order for work is given, we supply enough 
specification sheets for all the trimmers, as well as for our 
salesmen who check the windows. As a result, we have prac- 
tically eliminated the misunderstandings about what we ex- 
pect and require in our windows. The service companies tell 
us that very few advertisers provide them with a specification 
sheet, and they have often expressed the wish that more 
would adopt it.” 





Trimming Lore Asset to Salesmen 


We Train Our Men in Window Fundamentals to 
Enable Then to Help Small Town Dealers 


By ARNETT W. LESLIE 
John Leslie Paper Co., Minneapolis, Minn. 


EING wholesale paper merchants, our salesmen 
traveling throughout the northwest territory call 
upon general merchants, druggists, variety stores, 
and. in fact, retail merchants of all classes. It is 

our ambition that our salesmen be of more and more help to 
our customers in whatever way possible. We believe that by 
a broad general understanding of merchandising and adver- 
tising principles, our salesmen may also be of help to the 
small merchant who has not much time to give to these 
departments of his business. We have, therefore, undertaken 
to train our men in the fundamentals of show card writing 
and window trimming, as well as retail store advertising. 

The Merchants’ National Institute -is cooperating very 
nicely with us in this direction, and we, with them, in further- 
ing their program, to the end that our customers may benefit 
thereby. 

We are publishing a new catalog showing all items avail- 


able, both from our fine paper stock and our stationery de- 
partment stock, which may be used by the general merchant 
for show card writing, window trimming and advertising, and 
we will, at the forthcoming annual Twin City Market Week, 
have a booth there illustrating these materials and their uses. 


Unique View Revealed at Ad Meet 
Speakers See Window As Extremely Valuable Poster 
Space; Interest Is Slight 
By JOHN T. MACKEY 
Grand Rapids, Mich. 


HE Fifth District Convention of the International 
Advertising Association, held at the Hotel Pant- 
ling, Grand Rapids, on January 23 and 24, took 
recognition of window display advertising in 4 

departmental session held on the concluding afternoon of the 
gathering. 

It was a rather lame attempt, poorly attended, but 
evidenced an interest in the subject and a willingness to give 
it consideration that merits attention. 

The meeting was scheduled for three o'clock and _ the 
chairman waited half an hour for a crowd to gather and 
then hurried his speakers through their notes. All of them 
lauded display as the future “best result-getter,” and Herman 
Schimpff, of the Schimpff-Miller Company, Peoria, _ Ill, 
emphasized the importance of the display profession “sell- 
ing” their medium to the manufacturer and advertiser. At 
this juncture, I took pains to inform them of the splendid 
work being done by W. L. Stensgaard and his associates 19 
the I. A. D. M., and urged the audience to obtain copies of 
the booklet, “Facts.” 

Mr. Schimpff declared that too many manufacturers de- 
cided to advertise because their competitors were doing 
that their ideas were hazy and incomplete. Often they 
omitted window display, he asserted, because they. were 10 
“sold” on the idea. “To thoroughly advertise,” he said, “you 
must have a well-balanced plan carefully worked out. You 
must study the media to be used and window display should 
be treated as any other medium.” 

Roger Jewell, of the American Colortype Co., Chicagu: 
chairman of the session, likened the window to a twenty-four 
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sheet poster and declared that such a poster six blocks from 
the dealer’s store would cost three hundred times the expense 
for a window display. “Consider the window as a frame,” 
he urged. “With your display paint a picture in that frame, 
watching color values and striving for simplicity of effect, 
and you will find that the complete window will then have 
the carrying power and magnetic attraction of a twenty-four 
sheet poster or painted billboard.” 





Regard Window as a Huge Frame 


Paint a Picture With Your Display That Will Have the 
Force of a Gigantic Poster 


By ROGER JEWELL 


American Colortype Co., Chicago, Il. 
(From an Address at the Fifth District Advertising Convention) 


ET’S approach the production of window dis- 

play material, not from the standpoint of 

“What are we going to do?” but “How are 

we going to do it?’’ What we are going to 

do involves expenditure of money; how we are going 

to do it requires real constructive thought and con- 

secutive planning. How you are going to distribute 

the material and secure its proper usage is more im- 

portant than what you are going to distribute. What 

kind of a deal is to be involved so that you can afford 

the production and. distribution cost of display ma- 
terial necessary. 

Are you going to give these displays away, or must 
the merchant buy a certain quantity of goods to get the 
display? Are you going to leave it to the merchant to 
install the display and trust that he will not only use it 
properly, but, within the store itself, have the stock so 
arranged that it hooks up with your exterior window 
display ? 

From the pedestrian’s or consumer’s standpoint, will 
your display overwhelm everything else on that side of 
the street and compel attention and action through its 
magnetic pulling power, or will your display merely be 
one of a dozen nonentities that confuse rather than at- 
tract buyers? No matter what particular phase of 
window display advertising interests you most, if you 
will consider the dealer’s window as a frame and with 
your display properly paint a picture in that window 
frame, watching your color values, color arrangement, 
or, as an artist would say, composition, and striving for 
simplicity of effect, you will find that the complete 
window will have the carrying power and magnetic 
attraction of a 24-sheet poster or painted billboard. In 
other words, your whole window will be the display, 
and not certain units in that window. 

A 24-sheet poster six blocks from your dealer’s 
window, costs three hundred times as much as a win- 
dow billboard which is located right where your goods 
are for sale. Please do not infer that this intimates that 
24-sheet poster is not good advertising, as it widens 
your circulation tremendously, but local dealer identity 
hooking up with that 24-sheet poster through a window 
billboard cannot fail to say, “Right here is what you 
want, when you want it. Why not now?” 


W. D. A. A. ISSUES NEW VOLUME 
\nnouncement is made by the Window Display Adver- 
tising Association, 8 West Forty-seventh Street, New York 
City, that Volume IV of “Talks on Window Display,” a tran- 
Script of the addresses delivered to the last convention of 
the association, is now available through the organization’s 
headquarters. Single copies may be procured at two dollars. 
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If you’re inter- 
ested in getting 
100% response 
from your dis- 
plays ... let us 
send you this 
catalog. 


Write for It 
TODAY! ! 


Catalog 14 contains full information and tienes 
of the entire line of 


ONLI-WA DISPLAY FIXTURES 


Learn how these novel and artistic fixtures will add 
charm and color to even an ordinary display. 


THE ONLI-WA 
FIXTURE CO. 
St. Paul Ave. Dayton, Ohio 


Distributors of Stewart’s Artistic 
Wrought Iron Fixtures 











and reais List Catalog 


Gives counts and prices on over 8.000 
different lines of business. No matter 
what your business, in this book you 
will find the number of your prospec- 
tive customers listed. 

Valuable information is also given as to 
how you can use the mails to secure 
orders and inquiries for your products 
or services. 


Write for Your FREE Copy 
R. L, POLK & CO., Detroit, Mich. 
Largest City Directory Publishers in the World 
Mailing List Compilers—Business Statistics 
Producers of Direct Mail Advertising 




















Cardwriters’ Supplies 


BECKER SIGN SUPPLY CO. 
314 N. Eutaw St. Baltimore, Md. 
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“We find conditions okay in our territory, which covers 
the entire state of Pennsylvania, all of Delaware and New 
Jersey and the southern part of New York State,” says A. P. 
Dewolf, of the Dewolf Advertising Service, Philadelphia. 
“We have branch houses in Pittsburgh, Scranton, Wilkes- 
Barre, Binghamton, N. Y., and Elmira N. Y., where our 
work is handled by our own representatives, who are resi- 
dents of these cities. Our organization consists of men ex- 
perienced with crepe paper and cloth sign painters, and two 
men who do nothing but build wallboard displays for all 
kinds of windows. In the home office we have a permanent 
crew of fifteen decorators and four inspectors. Through our 
system of checking windows we stand ready to guarantee 
at least seven days’ showing on every display. Our service 
includes the washing of every window before it is deco- 
rated. This is done by our own window washers. We can 
give one hour service in towns where we have an office, and 
24-hour service in the rest of our territory. All of our men 
are equipped with cars and one man is in the office at all 
times with a small truck at his disposal.” 





“We are working out a national campaign for Moss Glove 
and Hosiery Stores,’ writes Edgar Nelson, of the Nelson- 
Green Display Counsellors, 583 Market Street, San Fran- 
cisco, Cal. “Among other ideas, we are using a poster made 
of oil cloth and tinfoil that can be rolled in a mailing tube 
for shipment and will fit in a frame supplied to each store. 
We also have in mind a rental service for backgrounds, etc., 
for use in smaller stores. While we do handle certain cam- 
paigns for national advertisers, such as Coty and Houbigant, 
we are concentrating on services such as we have outlined.” 





“Business conditions in our territory warrant the belief 
that 1928 will be a record year,” says E. N. Martel, head of 
the Martel Advertising Agency, window display installers of 
McAlester, Okla. 





The Michigan Display & Decorating Co., 1504 Broadway, 
Room 320, Detroit, Mich., report a very active business, 
having handled display installation contracts for the follow- 
ing concerns: American Radiator Co., Anheuser-Busch, Bolt 
Cigar Co., Davis Cigar Co., Detroit Creamery Co., Hight’s 
Photo Service, Maryland Pharmaceutical Co., Edgar A. Mur- 
ray Co., Richards Oakland Co., Standard Oil Co. (Indiana), 
Waukesha Mineral Water Co., Stroh Products Co., David 
Stott Flour Mills, Tivoli Extract Co., Washburn-Crosby Co., 
White Star Refining Co. and Mothers’ Bone Liniment. 





Better results were attained in 1927 than the preceding 
year, says Paul E. Black, manager of the Black Display 
Service, Herrin, Ill. “At the rate we are signing up new 
clients, 1928 will be the best year we have ever had,” he de- 
clares. His organization is now handling contracts for 
twenty-one clothing and department stores and installing the 
following national campaigns: Father John’s Medicine, East- 
man Kodaks, Gillette Razors, Ex-Lax and Squibb products. 
Through an alliance with a St. Louis installer, arrangements 
have been perfected for entering this field. 





“It is our aim to lift our service to the plane occupied 
by the outdoor and magazine media,” says R. D. Tenley, 
Washington (D. C.) window display installer. “From the 
reports received from our customers we are succeeding. At 
the present time we are handling campaigns in Baltimore 
and Washington for Rumford’s Baking Powder, Gorton’s 
Fish, Frostilla and 20-Mule Team Borax. We have just 


satisfactorily completed work for Clicquot Club, Ivory Salt, 
Flash Hand Soap, and have, in fact, been continually busy 
since March, 1927.” 





Established two and a half years ago, the Carlson Display 
Service, 25 West Fourth Street, Duluth, Minn., has been mak- 
ing steady progress. “Our clients are well pleased with the 
results we are giving them and keep coming back for more,” 
says Manager Elmer C. Carlson. “The past few months we 
have installed windows for the following products: Rocky 
Ford, King Edward, El Verso and Dutch Masters cigars, 
Silver Spray, Vick’s, Van Zee, Virginia Dare, Monticello, 
Kolynos, Gillette, Chamberlain’s, Father John’s, Arco Coffee, 
Burnett’s and Puritan Malt. 

“Just recently Duluth held its third annual winter frolic, 
in which this service had a part, building several large floats 
for the mammoth parade. One of our floats took first prize, 
another second, and others received honorable mention. A 
year ago we took first prize. We have moved from our former 
location at 206 East Second Street and are now equipped with 
machinery to turn out various products for window, hall, festi- 
val and float decorations, as well as decorative devices for 
weddings.” 





Station WOBU, Charleston, W. Va., has begun broadcast- 
ing a series of talks on window display by Martin L. Hoff- 
stadt, advertising and display manager of the People’s Store. 


Philadelphia Regime Takes Helm 


(Continued from page 55) 


the presidency to Mr. Kratz, who expressed his deep 
appreciation of the further evidence of comradeship, 
but was obliged to decline the honor, pleading pressure 
of existing duties. He said, however, in part: “. . . .I 
promise to give my full support in furthering the inter- 
ests of the guild and the cause of display. You have 
my complete cooperation . ., 

After the elections a motion was made and seconded 
that William Mayers and Harry Rosen, former presi- 
dent and secretary of the guild, receive posts involving 
active duty during the year, as due acknowledgment of 
their demonstrated ability and enthusiasm for the guild. 

For entertainment, the audience witnessed a comic 
sketch ; there was a recital by a singer, accompanied by 
an able pianist; Harry Galloway, of the Murdison Co., 
entertained with sleight-of-hand, and a motion picture 
was shown, through the courtesy of Mr. Kratz, depicting 
how the wheels go ’round in the making of the Wana- 
maker Christmas tableaux, which are annual events that 
are eagerly looked for by Philadelphia and by her many 
visitors from almost every state in the Union and from 
Canada, who flock to this city at Christmas time to view 
the magnificent Wanamaker holiday spectacles. 

Thus, what with the jovial camaraderie of the as- 
sembled guests, the specially prepared menu, the pleas- 
ing entertainment, and the wisdom and humor of the 
several addresses,, each member of the guild voted the 
dinner a success in every sense of the word. Philadel- 
phia may well look forward to a banner year in the field 
of display. 
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‘) HONOR ROLL OF DISPLAY SPECIALISTS 


DISPLAY WORLD recommends the following display service organizations to manufacturers, 


advertising agencies and merchants seeking distinctive and reliable display service and counsel 





° " 








CALIFORNIA 


Entire State Covered Every 14 Days 
BRANCHES: 
138 Turk St. 614 Sixth St. 918 Eighth St. 651 Broadway 
San Francisco San Diego Sacramento Fresno 


THOMPSON & PARMLEY 


1220 WEST PICO STREET LOS ANGELES 


CINCINNATI 


AND SURROUNDING TERRITORY 
An Efficient Window Display Service for Local Merchants and 
National Advertisers. 


CINCINNATI DISPLAY SERVICE ; : 
Pickering Building Cincinnati, Ohio 
Associated with Window Display Installation Bureau, Inc. 


PHILADELPHIA 


Surrounding Territory 
Window Display Department 


THE REUBEN H. DONNELLEY CORPORATION 
1214 Race Street 








NEW YORK CHICAGO 
Complete Window Display Service for National Advertisers 


CLEVELAND, OHIO 
AND SURROUNDING POINTS 
Campaigns Planned—Guaranteed Service 


WHITMER DISPLAY SERVICE, Inc. 
1405 St. Clair Avenue Cleveland, Ohio 


CHICAGO 


Surrounding Territory 
Window Display Department 


THE REUBEN H. DONNELLEY CORPORATION 
352 E. 22nd Street 
NEW YORK PHILADELPHIA 


CLEVELAND, OHIO 
AND SURROUNDING TERRITORY 
A Bigger and Better WINDOW DISPLAY SERVICE 
for the National Advertiser 
CLEVELAND WINDOW DISPLAY SERVICE, Inc. 


1344 PROSPECT AVENUE CLEVELAND, OHIO 
EFFICIENT—PROMPT—COURTEOUS 


NEW ORLEANS 


This Big and Prosperous Southern Market 
Presents a Profitable Display Opportunity for 
Your Product 
Window Display and Service Department 
S. R. Wilson, Manager 


I. L. LYONS & COMPANY, Ltd. 
PHILADELPHIA 


Eastern Pennsylvania, New Jersey and Delaware. All window 
display campaigns are linked with a complete merchandising 
service that comprises of dealer and jobber tie-up, market surveys, 
sales analysis and trade journal publicity. Ask us for details. 


The S. J. HANICK CO. 


Samuel J. Hanick, Manager 
HANICEK BUILDING 925 CHERRY STREET 


AKRON, OHIO 


and Surrounding Territories Thoroughly Covered 


AKRON DISPLAY SERVICE 


O. W. Snyder, Mgr. 




















Hermes Building 41 E. Market St. 





REMEMBER—Quality and Service Count “Always” 


DETROIT WINDOW DISPLAY SERVICE 


438 E. WOODBRIDGE ST. DETROIT, MICH. 
R. V. WAYNE, Pres. 


Doing business for over 100 well known Manufacturers.. We cover 
the entire State of Michigan and Toledo, O 


Associated with Window Display Installation Bureau, Inc. 


COMPLETE WINDOW DISPLAY SERVICE 
FOR NATIONAL ADVERTISERS 


‘WICHITA 


and Surrounding Territory 


SOUTHWEST DISPLAY SERVICE 


108 S. Washington Wichita, Kansas 
Joseph H. Marshall 


Williams-Marshall Displays 
“Window Display At Its Best” 
509 South Franklin Street Chicago 


Window display counsel; designing displays of manufacturers’ 
products for retail use; a window display studio with life-size 
windows for photographing, set-ups, etc. 


NEW YORK CITY 


Surrounding Territory 


Window Display Department 


THE REUBEN H. DONNELLEY CORPORATION 
79 Madison Avenue 
CHICAGO PHILADELPHIA 








J. Duncan Williams 








Advertising at the Point of Sale! 


Michigan Display & Decorating Company 

1504 Broadway, Room 320 DETROIT, MICH. 
Branch Office—Toledo, Ohio é 

The service that makes and keeps friends for your product 

and wishes your friendship, too. Installing at the present time 80 

per cent of its work for local manufacturers who see the window 

displays continually and are satisfied—these are your references. 


DETROIT 


and the entire State of Michigan efficiently serviced by Display 
Specialists of proven merit. Let us explain to you our new and 
improved Display Service plan. 


PARAMOUNT DISPLAY SERVICE 
General Offices 416 Lafayette Bldg. Warehouse 9361 Genesee St. 
A PARAMOUNT DISPLAY IS A BETTER DISPLAY 


CINCINNATI 


Window Displays and Campaigns Executed With 
Dispatch and Effectiveness. 


R. J. STIENS CO. 
R. J. Stiens, Mgr. 
46 Cambridge Building 








Cincinnati, Ohio 








DISPLAY SERVICES 


If you are not listed on this page, you are over- 
looking a big opportunity to promote your business. 
This is the only market place available for the 
national advertiser to locate the responsible dis- 
play service in your city. 

Let him know you are seeking his business and 
can execute it satisfactorily. Write the adver- 
tising department and arrange for representation 
beginning with the April issue. 

Address Advertising Department 
DISPLAY WORLD 
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RE EQUIPMENT DIGEST 


s---Show Cases---Store Fronts---Plans---Equipment } 
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Thousands Stream to Store Opening 


Completion of New Floors of Oklahoma City Department Store Brings 
Out Record Crowd—New Men’s Shop Opens 


By E. H. LISLE 
Display Manager, McEwen-Halliburton Co., Oklahoma City 


EVENTEEN thousand people streamed 
through our store entrances recently when 
we threw open to their inspection three 
new floors rendered necessary by the swift 
advances in our sales volume. For the 

occasion the street floor was dressed in gala attire, all of 

the aisles graced with special decorations and special 
lighting effects. 

We have just opened a men’s shop that will stand 
comparison with the finest shops in the country I will 
not bar the fine Pacific coast shops at that, for .I made 
several trips to California in quest of ideas, and most 
of these have been incorporated in the structural and 
display features of the new building. 

It possesses the most modern windows that can be 
found anywhere today. Stage lighting equipment is 
one of the strong points, rendering it possible for me to 
get any desired color effect. The floors of these win- 
dows are tile and the backgrounds are in travertine, 








with walnut doors and wrought-iron lanterns and lights. 
The lobby is in flagstone effect. 


Birthday Cake Heralds Anniversary 
(Continued from page 22) 

“Tn 1902 a small, one-door, one-window institution 
was opened with its slogan, ‘Good Merchandise at Low- 
est Possible Prices,’ which has won its steadfast friends 
among this community. It developed into a large, 
flourishing department store—from 900 square feet to 
13,000.” 

“The Fair Store has had a notable career in pioneer- 
ing in this community. It has instituted many and new 
radical departures from the old, old policies which 
bound ordinary merchandise institutions to traditions 
which impeded their expansion and growth. Its found- 





ers and present owners recognized early that only 


through the creation of satisfied customers could this 
business grow.” 





As the Street Floor of the McEwen-Halliburton Store Appeared During the Opening 
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The new improved 
Kawneer Store Fronts 
are identified by 

> this design 
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HIS YEAR The Kawneer Company offers a new 

improved store front—more beautiful in design — 
more powerful in its sales appeal— and identified 
for your protection. 
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NEW members of construction such as— 


NEW BULKHEADS 
NEW TRANSOM BARS (Plain or enriched) 
SOLID NICKEL-SILVER AND BRONZE DOORS 
APPROPRIATE BRONZE SPINDLES 
PROFILED SHAFTS 
ORNAMENTAL GRILLES — 


cm 


SSNweeZZZie SS eee 


SINT Rae 


and other features of interest can be fabricated into 
distinctive store front creations to meet the require- 
ments of architects and merchants anywhere. 


WISA 


KS 


If interested, send for the book described in the cou- 
pon, which shows a large variety of recent store front 
installations in most every line of retail business. 
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THE 


“Kawiiger 


2408 FRONT STREET, NILES, MICHIGAN 


Read vghat Kawneer has done for other merchants in our new book, 
‘Modern Store Fronts for Better Display.” It’s Free. 


Name 

Address. 
City 
Business. 


iN © ZI Q Wil ZUR @ WIM«]y, © WI WV 2 Qf") 

















68 DISPia tT 


WORLD March, 1928 


Surveying Auto Show Decorations 


Two of the Country's Best Facing Virtually the Same Problems 
in Halls Produce Widely Varying Schemes 





HAT is the pur- 
pose of the in- 
dustrial show? Is 
it not to give 
a non-commercial 

and somewhat gala touch toa 
line of merchandise, focusing 
public interest upon the ex- 
hibited wares without the 
handicap of a definite urge 
to buy? 

Is it not the purpose of 
the group which stages it to 
build up a friendly attitude 
upon the part of prospective buyers, while providing 
them with entertaining diversion? Is it not an at- 
tempt to bring the attention of the masses to the 
luxury and comfort, or utility of merchandise, lime- 
lighted in such a way that they will crave it and form 
a decision to possess it? 

If such is the case, it is apparent that the show 
must put entertainment and ocular enjoyment to the 
fore. Music, lighting and decoration count mightily 
in creating the proper environment. 

Decoration often is dismissed with “a lick and a 
promise,” a dash of greenery, a bit of bunting, or 
some other knick-knack scheme pounded together in 
a hurry by a harried show official. And yet every 
show manager of reasonable experience will admit 
that from three-quarters of the rent to a sum as 
great as the rent should be expended upon booths 








A View of the Cincinnati Show—Floral Plaques on the Pillars Had an Artful Purpose 


and decorations. One of the neatest decorative 
schemes for automobile shows this season was that 
employed by the Pittsburgh Automobile Dealers’ 
Association in the annual event staged from January 
21 to 28. From last year the show committee in- 
herited a splendid ceiling decoration that completely 
clothed the girders of the big convention hall with 
billowy waves of fabric. To complete the tonal effect 
of this canopy, the committee covered the floor in blue 
and white and mantled the bases of all the columns 
with boxings of the same color. These towered up 
for six feet and merged into trimmings of southern 
smilax through which blazed hundreds of small lamps. 
Ionic columns, supporting name-board cornices, served 
as booths. 

W. N. Owings, secretary of the association, who 
has managed the show for the last two years, reports 
that the 1928 exhibit drew 
over 26 per cent more attend- 
ance than last year and that 
it was the greatest buying 
show ever held in Pittsburgh. 
And well it might be, for the 
show officials had left not a 
stone unturned in producing 
an appealing background for 
their cars, a background that 
let not a hint of dingy 
walls nor naked rafters filter 
through to disturb the estheti- 
cism of show crowds. 

When the Cincinnati Auto 
Dealers’ Association staged 


At the Pittsburgh Show—The Billowy Canopy Is Complemented by a Bright Floor Covering their show at the famous old 
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Music Hall in Mid-January, they used a very simple plan 
of decoration, and which apparently was not so effective. 
Overhead was a huge expanse of glass vaulting with steel 
girders at intervals. Massive concrete pillars broke up the 
floor space. 

No booths were used, the floor being cut into spaces and 
parceled out on a footage basis. The floor was not covered 
except with small rugs that were strewn here and there in 
the “booths.” The only decorative feature was a group of 
sixty-one huge plaques. 

As the spectator strolled down the aisles, these plaques 
were in evidence on one side of the columns; when he re- 
turned, another group on the reverse side came into view. 

The decorations were handled by John F. Weber, display 
manager for the Mabley & Carew Co., one of Cincinnati's 
largest department stores. While Mr. Weber is not an ex- 
position manager, he has ample experience in handling store 
events and style shows, and the decoration that he chose was 
singularly adapted to the requirements of the big hall. While 
it did not overcome the handicaps of the great vault above 
the exposition, it created a blaze of light and color at a 
height where the spectator’s line of vision could be restrained 
and cast back to the goods on the floor. 





A Contest to Better Radio Windows 


(Continued from page 51) 


Franklin, Red Oak, Iowa. The Washington display was 
featured by fabric back drapes and an ornate three-panel 
screen. Brightly patterned decorative papers lent lustre to 
the Whitney-Allison creation, and multicolored streamers of 
crepe paper were used by Franklin. 





Chicago Monthly Display Review 
(Continued from page 13) 


hat with a red feather in the band, dark tan oxfords with light 
tan spats, light tan gloves, green silk suspenders draped over 
the trousers, handkerchiefs with white center and wide green 
borders, and a topcoat with ta nshade. 

Harold Gale’s displays in Baskin’s windows are attracting 
lots of attention. I walked into the inner lobby and remained 
for fifteen minutes on a Saturday night recently at a time 
when comparatively few people were on the street. As I stood 
there more than a hundred men and women strolled in and 
gazed on his showings. 





CARL PERCY WRITES BOOK ON DISPLAY 


Merchants and advertisers have long needed a reliable 
handbook on the preparation and distribution of window 
displays. This has now been supplied through “Window Dis- 
play Advertising,” by Carl Percy, published by the John Day 
Company, New York, 

The author, an organizer of the Window Display Adver- 
tising Association and former chairman of its Research Com- 
mittee, is one of the foremost display counselors devoting 
atention exclusively to national advertising accounts. He has 
drawn upon his experiences and the facts which he uncovered 
during the W. D. A. A. initial survey of the display field for 
an interpretation of his subject that is comprehensive and 
authoritative. There are several chapters on creating ideas and 
selling strategy, formulation of attraction devices, and funda- 
mentals of installation. He is, perhaps, the first author to 
show the actual results produced by representative displays. 





CRYSTAL DRAPERIES FOR BACKGROUNDS 


The Decorative Gelatine Co. P. O. Box 316, Seattle, 
Wash., have created a very effective display accessory in 
their crystal draperies. They make possible unique effects 
that will surely stop the passerby, and are especially adapt- 
able to the development of modernistic ideas in display. 
Shimmering, sparkling and colorful effects can be achieved, 
and at such a low cost, that any store can afford to use them. 
Samples will be sent on request if you mention DISPLAY 
WORLD. 
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NEW YORK METROPOLITAN CLUB 
Reported by V. W. Sebastian, Publicity Director 

Lectures and a dinner are joined in our new method of 
conducting the club and members may enjoy either, or both. 
Our first meeting of this kind, on, March 5, drew a good 
attendance first at the supper meeting and afterward at the 
new Display Center conducted by Frank Maxwell, Inc., 1440 
Broadway. With his thirty-five exhibitions as a setting, we 
heard W. S. Hayes, Philadelphia, secretary of the Clock 
Manufacturers’ Association of America and also secretary of 
the National Gift and Art Association, tell of their recent 
window contest. 

F. ReveszFerryman, of the Ferryman Art Studios, next 
gave a highly instructional talk on the artistic and style 
directing trend of’ the day. He stressed the fact that mod- 
ernism will grow even stronger and that display artists will 
take their place in rank with portrait, mural and landscape 
artists. His graphic chart system of showing color harmony 
was followed closely by all those present. Incidentally, Mr. 
Ferryman was also instrumental in bringing in three new 
eligible members who joined the club. 

Another demonstration, concluding the evening’s events, 
was by F. D. Courtenay, vice-president of the Embossing 
Machine Co., who showed the “Embossograph,” a machine for 
making show cards by the pressure method. 








SPOKANE, WASH. 
Reported by V. E. Linden, Publicity Director 

At a meeting and dinner of the Spokane Association oi 
Display Men held February 18, the annual election of officers 
was held, with results as follows: President, K. S. Bush, 
Davenport Sport Shop; vice-president, Joe Sykora, Joyner 
Drug Co.; secretary-treasurer, Bernard Pierson, J. C. Pennev 
Co.; trustees, Karl Amdahl, V. E. Linden and Cy Hawver. 
Plans for Spokane’s Third United Spring Exposition are 
complete and the windows will be unveiled simultaneously 
the night of March 15.. The United Spring and Fall Exposi- 
tions have firmly established themselves as a semi-annual 
feature of Spokane’s civic activities, and are eagerly looked 
forward to each season. 





I. A. D. M. DRIVING AHEAD ON CONVENTION 

Preparations for the I. A .D. M. convention at Toronto 
are being conducted by J. H. Carruthers, convention director, 
and his committees. N. H. Birrell, chairman of the education 
committee, which will control eleven dummy show windows 
at the convention, is engaging demonstrators and has already 
booked a large number of displaymen for trims featuring 
all branches of retail business. Ladies’ ready-to-wear, gloves, 
handbags, millinery, lingerie, corsets, hosiery, shoes, furs, 
hardware, tires and auto accessories, leather goods and lug- 
gage, furniture, radios, drapes and wall paper, rugs, electrical 
refrigerators, lamps, electrical washers, small appliances, 
ranges, infants’ wear, boys’ clothing, kiddies’ hats and caps, 
knit wear, ribbons, candies, drugs and toilet articles, flowers 
and groceries are among the subjects already covered. An 
additional feature will be live model draping, and Mr. Ber- 
ritt slyly comments that Toronto is noted for its live models. 

As the Ontario metropolis is not far from Niagara Falls 
and many points of historical interest, not a few delegates 
are planning to remain after the conclusion of the conven- 
tion. Charles H. Bray, of Holt-Renfrew Co., Yonge Street, 
who is chairman of the reservation and reception committee, 
is booking rooms in private homes for those who do not wish 
to stay at hotels. 


Displaymen of Des Moines, Iowa, are laying plans for 
a club, according to recent advices. Several live wires who 
have recently taken up residence there are leading the drive 
for an organization, and J. H. Hilton, display manager for 
Cobacker’s, has been credited with originating the move- 
ment. 
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The Oval As An Attraction Device 


It Serves Admirably in Creating Arresting Pictorials for 
Cards Exploiting Spring Apparel 


By FRANK DODSON 
Display Manager, Woolf Bros., Wichita, Kansas 


PRING merchandise draws its appeal from the 
freshness and brightness of its coloring, and 
the cards that accompany displays of these 
snappy new garments, hats and furnishings 
must mirror the same tones. The bright green 
of budding foliage, the deep blue of spring 
skies, whites and pinks of opening blossoms must have their 
counterparts in their representations on our boards. 

To bring out these colors fittingly, dark boards are essen- 
tial. They give the lettering and illustration the advantage 
of a contrasting background that brings them up into relief. 

In the group of cards that I am using as illustrations, 
these ideas have been followed methodically. Take the 
“Becky Sharp” card as an instance. Here is a blue center 
oval over which I have traced the green and white trunks of 
slender saplings, while a shower of blossoms fringes the out- 
line of the oval at the top. The hillside is in green and dots 
of bright color suggest sprinklings of flowers. The letter- 
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SPRING SHADES 





ing is in white with dashes of soft green as relief. 

Virtually the same scheme is used for the “New Suits” 
card save that the price is outlined in green. In the “New 
for Spring” card, the oval is outlined in violet and stripes 
from the top radiate downward over the black field. Th 
lettering is partly outlined in violet. The decorative blos- 
soms are in white and pink. 

In “Hats for Spring” I have not completed the base of 
the oval, using the black of the board in fashioning the lower 
part of my landscape. White and green saplings are again 
introduced, but in the black knoll on which they are mounted 
there are dots of bright color symbolizing wild flowers. 

The oval in “Spring Styles” is broken by an extension 
of the landscape that passes down into the lettering. This 
is of light green, orange, violet and white. The knoll is in 
blue green almost matching the sky. The lettering is white. 
In the Hickok card, the white lettering is outlined in violet. 
The base of the knoll is blue green; top, light green. 
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A Sextette of Dodson’s Cards Revealing Use of the Oval as Attraction Devices 
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&stercttook DRAWLET PENS 
are Preferred by Leading 
Artists, Letterers and Designers 
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*MR.P. MERRILL>who drew for 


*MR. ABE EINJSON, vevicner and 
DEAN OF AMERICAN JHOW CARD WRITERS 


Sa YS: When I want real speed, beauty, 
legibility, freedom, snap and vigor tn show 
card work and in reproduction sketches, 
Talways use DRAWLET PENS. They are 
made hy the &sterbrook Pen Manufacturin 

Co. the pens aré made up in 17 styles an 

sizes and meet my various requirements. 


*MR. A.SENFT, owner and iInsTRUCTOR, 
REPUBLIC JIGN SERVICE, SHOW CARD COURJE,N.Y. 


: Gsterbrook DRAWLET PENS 
are the economical pens in the long ran 
because the specially designed fountain can 
be easily and quickly cleaned equal to new 
with a thin instrument such as a pen knife, 
razor blade, edge £, a stiff piece ff, or 
the edge of a thin piece of cardboard. 


JUDGE, ADVENTURE, HARPER BROTHERS ec. 


Says: like DRAWLET PENS because 
any ink, poster or show card color can 
be used with them. If colors are too 
heavy, thin with water to an even consist- 
ancy and add a little glycerine also a little 

arabic. By sumply raising or lowering the, 
adjustable fountain strokes can be regulated: 


*MR.A.SCHILLER, arr pirector, 
ADVERTISING AGENCIES* SERVICE, NY. 


Clays: Obviously, DRAWLET PENS 
are very Speedy workers for drawing or 
lettering because you can make longer 
Strokes with a —— dip of the pen». 

The specially designed reservoir and 
mb give you a pump like action releas- 


ing a uniform flow of ink to the last drop: 


Send M50 and you will receive U7 styles and sizes 


Gstexticok DRAWLET PENS 


E/TERBROOK JTEEL PEN MFG CO, CAMDEN, N.J.,U.A. 
THE BROWN BROTHERS CO., TORONTO, CANADA. 


All this material was designed, and lettered completely with Esterbrook Drawxzrt Pans. 
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Harmony Only Limitation on Color 


Lots of Color Can Be Used If It Is Kept in Perfect Harmony—Show 
Cards That Are Striking in Hue and Layout 
By RAY E. DARLIN 
Chicago, Ill. 


ONTINUING the discussion of flowers for 
spring cards, begun in the February issue, I am 
showing my conception of how to use these 
blossoms successfully. One does not have to be 
a master of color or a mural painter to execute 
a snappy-looking card for a spring display. 

Color combinations can be picked up almost anywhere, from 
posters that you see around your city, from street car cards, 
and so on. Take a look at the other fellows. The ideas 
you gather can be used with possibly one or two changes to 
turn out very nice work. 

Color works like magic if it is used right, for it must 
harmonize with the display for which it is prepared. A card 
that is gaudy has no place in a well-trimmed window. A 


bad card will reduce a window's effectiveness 50 per cent, 
so let’s all strive to make spring cards that will make the 
shoppers buy. 

The “Spring Shoe” card makes a fine-looking card for 
warm weather. It is done largely in cool colors, the stock 
being blue, the small lettering and the word Shoes” in white. 
The price and the word “Spring” show in pea green, The 
flowers are in shades of turquoise blue, while the leaves are 
emerald green. The rules are done with black. 

“Silks” is a purple card with its roses in lemon yellow 
or cream with green leaves. The small flowers are done with 
bright orange with a little spot of black in the center of 
them. The outline that makes the oval is gold. All the letter- 
ing is in white. 





A Group of Sring Cards Designed by Mr. Darlin 
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“Perfect Stroke” colors are guaranteed for perfect show card work. 


A trial will convince you that “Perfect Stroke” colors are far superior to 


all others. All colors put up in wide mouth jars. 
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For Modernistic 
Crystal Effects 


USE GELATINE SHEETS 


Comes in eleven beautiful colors, rare as old Venetian 
glass, sparkling and iridescent. 


Think of the many novel effects you can obtain with 
this new and wonderful decorative paper; just rumple 
| it in any shape or manner and it can be used for almost 
| any purpose you may desire to use it for. 
{ 


_MODERNISTIC Crystal Panel Screens 
| MODERNISTIC Crystal Cubes 


FOR DISPLAYING SHOES. 


Back of fancy cut-outs, back of cut-out signs, booths, 
floats, crystal flowers and for making crystal trees; 
yellow for straw hat display; church window effects. 


Keep a ‘Supply on Hand. 
Orders Shipped Same Day as Received 


Comes in Large Size Sheets, 32 x 36 Inches. 
PRICE, $12.0 PER HUNDRED SHEETS 


SEND FOR SAMPLES 
| DECORATIVE GELATINE COMPANY 
P. O. BOX 316 _ SEATTLE, WASH. 
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BLOOMINGTON, ILL. 
Reported by Paul L. Wertz, Secretary 

The Bloomington Display Club held its last meeting on 
Washington’s birthday. After an enjoyable “Ye Old Time 
Chicken Dinner,” the meeting opened with President Paul 
L. Wertz presiding, with E. Russell Smith acting secretary, 
Secretary Cox having left Bloomington. 

W. Bartikoski, formerly of Duluth, Minn., now with C. 
W. Klemm, Inc., was introduced to the club. Old business 
was passed on, nominations of officers were called for, and 
the following were nominated and elected: E. Russell Smith, 
president; John H. Ejiff, vice-president; Paul L. Wertz, secre- 
tary, and Harold Gale, treasurer. 

The meeting was then turned over to the new officers and 
plans for the coming year were discussed. A committee, com- 
posed of W. Bartikoski, Earl Waters and L. Sigler, to in- 
vestigate and submit plans for a dance and other entertain- 
ments, was appointed. 

The Bloomington Club will take part in the annual spring 
opening on March 13 and 14. 


PORT HURON, MICH. 
Reported by J. W. Forbes, Secretary 

Our first dance was held on February 15 at the Auditorium 
ball room with an eight-piece orchestra furnishing the music. 
Dancing was from 9 p.m. to 1 a.m. and over a hundred 
couples were in attendance. Owing to the fact that there was 
a dance every night during the week, our club had difficulty, 
but we pluggéd along and got our share of the business. 








We made a little money and the affair turned out better 
than seemed possible. Just before intermission, we started 
the fun. We had a huge snowball hanging in the center of 
the room and a string was pulled, letting out two hundred 
balls that were concealed in it. After this we staged a 
“lemon” dance and someone took a lemon, stuffed up like a 
snowball, and rapped a fellow-dancer in the back with it. 
Everyone had a good time and they will not forget it. Paper 
hats and novelties were in evidence, and the orchestra fur- 
nished entertainment features as well as their regular pro- 
gram. 

New club rooms have been rented in the heart of the 
business section and preparations are being made to furnish 
and clean them up, building in “dummy” windows and card 
writers’ benches. 





BATTLE CREEK, MICH. 
Reported by R. A. Minear, Secretary 

We held our “Bosses’ Night” dinner Thursday night, 
February 10, at the Kellogg Inn, and it proved a “howling” 
success. 

President Stensgaard, of the I. A. D. M., was with us and 
gave a talk on what the I. A. D. M. stands for and what it 
means to be affiliated with it. He also gave a brief talk on 
the “Book of Facts” and what the I. A. D. M. is striving for 
in 1928. 

Our club met last Friday night, February 17, and worked 
out the details for “Window Night,’ March 15. 

The topic of “Futurism and Modern Art” was taken up 


NEW YORK’S ANNUAL DINNER AND BALL—The layout of the Butterfly Room of the Hotel Pennsylvania made two 
photos necessary. The top shows one section with President Jaffrey, Secretary Waters and other officials at the central table. 
The base shows the major group of participants. 
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and discussion proved very educational and interesting. This 
was followed by a study of colors, and the subject brought 
out much that was instructive. 

The same subject will be taken up again at the next 
meeting, March 2, when a color expert will give a talk. 
There will also be a demonstration by Howard Wait, of the 
\Maurice S. Gordon Clothing Co., and by myself on how 
shirts and ties should be displayed. 





NEW YORK METROPOLITAN CLUB 
Reported by V. W. Sebastian, Publicity Director 

Marching in with early spring, the famous annual ball 
ol the New York Metropolitan Display Men’s Club, in the 
vernacular of the day “went over with a wow.” This big 
stellar event was held for the first time since its inception in 
the Butterfly Room of the Hotel Pennsylvania Roof on Satur- 
day evening, February 18. 

Real wizardry was shown by the committee on arrange- 
ments in listing the various entertainment features, securing 
a peppy, sizzling orchestra and a schedule of intermittent 
dances. It was unanimously agreed by those who attended 
that the 1928 event took its place in the front rank of these 
recurring affairs. 

All of the officers of the New York City Display Club 
were on hand to welcome the guests from far and wide. 
Among these might be noted Jerome Jaffrey, president; J. P. 
Northrop, vice-president; Walter F. Wehner, treasurer; J. 
Graham Waters, recording secretary; D. M. Sheill, second 
vice-president, and past presidents, Herman Frankenthal, 
Richard Dougherty and George Rooney. Then came the rank 
and file of prominent displaymen of the Eastern District and 
their ladies, besides members of the industrial and art 
branches of the display profession. ‘To.mention all would 
be a veritable “who's who.” 

President Stensgaard, of the I. A. D. M., was unable to 
be present, and in this connection a long telegram extend- 
ing his good wishes was read by local President Jaffrey. 
He did, however, send an excellent emissary to represent 
him in the person of Clement Kieffer, of Buffalo, N. Y., whose 
popularity and ability is fully recognized by the profession. 

Mr. Kieffer’s address was noticeable for the enthusiasm 
injected into it and the way it was received. In this he 
brought the well wishes of the executive staff and member- 
ship at large of the I. A. D. M. and also extended a right 
royal invitation for all to be present at the annual conven- 
tion to be held at Toronto, Canada, in June. 

These preliminary events were followed by the musical 
features and the banquet of an excellence for which the Stat- 
ler Hotel group is justly noted. The attendance of approxi- 
mately three hundred then arranged itself for the photograph 
shown, which, on account of the layout of the room, had to 
be taken in two sections. 

Next in order was the exhibition of talent from the big 
vaudeville circuits, which, particularly in the girl division, 
might be said to represent, in the parlance of the profession, 
excellent display. 

DAYTON, OHIO 
Reported by Everett Quintrell, President 

At our meeting early in February we had as our guests 
thirty ready-to-wear men, who, outlined their plans for 
handling our local spring opening, staged February 15 to 19. 
Plans were also made for Art Week and the men all pledged 
their cooperation in helping to make this a huge success. 

As a part of the I. A. D. M. drive for: new members, I 
have written a pamphlet which I am distributing to the clubs 
throughout the country. As chairman of the membership 
committee, I found it very necessary to compress the basic 
Principles of our association into small space, and have, ac- 
cordingly, issued “Information for New Members.” 





NASHVILLE, TENN. 
; Reorganization of the local club, which has not been 
lunctioning for some time, has been accomplished as the 
result of a meeting held recently in the office of the Asso- 
ciated Retailers in the Chamber of Commerce Building. 
John Dubuisson, display manager for the Cain-Sloan Co., is 
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AT THE PEORIA 
DINNER 





Club “Election Day,” 
Feb. 9. At the extreme 
| left is President E. H. 
| Bates. Fourth from the 
| left is Secretary French; 
| beside him is Dan Han- 
sen, and, at his right, 
W. P. York, the club 


treasurer. 
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president of the revived organization, and his cabinet will 
Contain: Vice-president, C. L. Roesch, of Castner, Knott Dry 
Goods Co.; secretary, A. P. Moore, Jr,. Nashville Window 
Display Service; chairman of the membership committee, 
Oval Sullens, Loveman, Berger & Teitlebaum. 
DETROIT 
Reported by M. F. Long, Secretary 


The Detroit Display Men’s Club held their monthly meet- 
ing in the Hotel Statler, Monday evening. February 6. Forty- 
four members were present, with H. W. Weaver presiding. 

Following the usual_business session, Mr. Weaver intro- 
duced Charles Wendel, director of displays for the J. L. Hud- 
son Co., as educational speaker for the evening. 

Mr. Wendel’s talk was on European stores and windows 
as reviewed by himself on his trip abroad last summer. It 
is needless to say that his talk was interesting and valuable 
to the members attending. He showed a large group of 
window display photographs collected from various European 
cities and went into much detail describing them. 

Another educational feature of the evening, a part of the 
educational program arranged by F. E. Whitelam, chairman 
of that committee, was a review of Detroit windows during 
the past month by W. B. Weaver, of the Schmitz & Schroder 
Company. 

Final plans were arranged for the series of window 
demonstrations to be given by the Detroit Club during the 
Better Merchandising Conference and Exposition, Book Ca- 
dillac Hotel, February 15, 16 and 17, and a program was 
prepared for the annual St. Patrick’s dinner dance. 

The meeting was adjourned and a complimentary buffet 
luncheon was served by J. P. Brandi, a pioneer member. 

The March meeting of the Detroit Display Men’s Club, 
held on Monday evening, March 5, at the Statler Hotel, was 
another banner meeting, judged by attendance and well- 
planned program by the president and his committee chair- 
men. 

After a short business meeting, reading of minutes and 
various communications of much club interest. the president 
introduced Mr. Showers, a prominent Ad-Craft executive. 
who solicited the display club’s aid in helping to put over the 
Air Craft Exposition of great civic pride and magnitude. His 
talk was aided by a few reels of motion pictures, turning the 
subject to a fine climax, being assured of complete coopera- 
tion. The president now had a lively suggestion, the idea 
presented being in the nature of a window contest for each 
month, the prize to be an I. A. D. M. membership card. This 
suggestion met with instant approval and a committee was 
appointed to announce the winner of the April meeting. 

The educational feature of the meeting was a card writing 
demonstration by Walter J. Flemming, a recognized author- 
ity in this art. His charts, together with the explanation of 
good and bad layouts, new tricks in the modern art letters, 
and many well-answered questions made this feature an 
evening of great profit. 





An educational feature of much interest has been the gen- 
eral review of Detroit windows, this job being given to a 
different member each month. Many interesting ideas are 
brought out in this manner intended for members who neglect 
to shop the outstanding windows for the month past. Watch 
Detroit Club grow! 





DETROIT 
Reported by F. E. Whitelam, Educational Director 


A special meeting arranged through the educational de- 
partment of the Detroit Display Men’s Club was called for 
7:30 p.m., February 24, at Detroit’s new ten million dollar 
Institute of Art. 

. This meeting, with seventy members present, was entirely 

educational. The lecture was given by a member of the art 
staff specializing in the subjects of modern art and period 
furniture, both of timely interest to all window artists. Illus- 
trating the talk at various times with specific examples of 
the period or art enabled the eager listeners to grasp the 
thought in its entirety. 

Discussion of the subject for nearly two hours gave every 
displayman present working ideas applicable to his own prob- 
lems when confronted with this new and intriguing art now 
sweeping the country. 

By way of suggestion to other clubs looking for a real 
educational evening, a similar meeting could easily be ar- 
ranged through your local art institute. 





SHARON, PA. 
Reported by Fred A. McIntyre, Publicity Manager 


Four hundred guests from the Shenango Valley—Youngs- 
town, Greenville, Ellwood City, Pittsburgh, and other cities— 
attended our annual Cupid’s Ball, held at the Buhl Armory 
on February 7. A dazzling realm of red and white greeted 
them, complemented by music provided by a Cleveland or- 
chestra garbed in red and white artists’ smocks. 

A windmill of white petals, outlined in red with pro- 
peller of ,red, occupied the center of the floor. Surmounting 
it, a ball of many crystals reflected back the powerful lights 
trained on it in the colors of the prism. From the ceiling, 
above the windmill, hung a great red and white ball, trimmed 
with white tassels. The large ceiling lights were covered 
cleverly with great shades of red and white streamers, and 
hanging in between them were red and white draperies and 
two banners of the Cupid’s Ball. The orchestra loft bore the 
original Cupid’s Ball banner, and a ceiling was improvised 
of southern smilax and wistaria. The windows were “faery” 
‘windows, with a lattice-work of red, and the walls were gay 
with valentines and hearts. Palms, smilax and ferns were 
employed to conceal the balcony. 

Our members, as the evening’s hosts, added a touch of 
color to the evening, with their red and white striped artists’ 
smocks with black flowing ties and birets of the same color. 
White shirts and dark trousers were worn beneath the unique 


costumes. 
The committees responsible for this most successful affair 
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were headed by the following: Music, William King; pub- 
licity, Fred McIntyre; finance, M. Greenlund; entertainment, 
William Watkins; invitations, Grant Atwood; decorations, 
I. E. Ogg. 

The club is going along at a hot pace, bigger and better 
than ever. At our next meeting we will have with us an 
advertising man from one of our local papers to demonstrate 
all of the stages of newspaper advertising. 

The boys are all preparing for spring openings, and, as 
usual, Sharon merchants are taking a front rank in these 
displays. Business conditions are looking up, and all the steel 
mills are averaging about 70 per cent of capacity, with some 
going over 100 per cent. 

William Cusick, one of our members, was one of the 
unfortunates who suffered losses in the $350,000 fire that de- 
stroyed the Shenango Hotel Block. It was the largest loss 
that Sharon ever suffered. The Maxwell Department Store, 
the Shenango Stationery Shop (with which Mr. Cusick is 
connected), the Chocolate Shop and the Paris Hat Shoppe, 
along with the Shenango House, were completely destroyed. 
Mr. Cusick’s loss was about $25,000. 

Mr. Barnhart, formerly with Cooper & Butterin, of New- 
castle, Pa., is now with the Printz Co., Inc., as display man- 
ager. 





YOUNGSTOWN 
Reported by F. W. Henderson, Secretary 

The January meeting of the Youngstown (Ohio) Display 
Club was very good from the standpoint of fellowship and 
education. Our luncheon was held at the Y. M. C. A., after 
which the members proceeded to the Pennsylvania and Ohio 
Power and Light Building, where a show window had been 
provided by the courtesy of Mr. Crump, the illuminating 
engineer, who had given the association the privilege of hold- 
ing their meetings in the building. The window is equipped 
with lighting equipment ranglng from systems prevailing in 
the early days to the most modern installations. 

There was a demonstration of ready-to-wear by Thomas 
Siefert, and then Mr. Gould, assistant to Mr. Crump, demon- 
strated the difference in varying intensities of lighting, also 
explaining the effect upon lighting charges caused by in- 
creases in intensity. 

The Hall boys gave a duet on the saxophone and oie 
and a small colored boy, who “popped in” at that moment 
to sell papers was asked to “do the Charleston,” and re- 
sponded with an enthusiasm that sure put pep in the mem- 
bers. 

Morris Black, who has been our president, has resigned, 
and the first vice-president, John Pollari, has assumed the 
responsibilities of the president’s position until the next elec- 
tion of officers. 





ST. LOUIS 
Reported by Carl H. Shank, Secretary 

The St. Louis Display Club had a dinner at the Hotel 
Statler on February 22, at which officers were chosen. The 
list of those named to office follows: President, S. C. Rieser, 
Laclede Gas Co.; first vice-president, S. J. Durham, Stein- 
berg’s; second vice-president, H. Felgenham, Display Serv- 
ice; third vice-president, Gene Murray, Wolff's; secretary, 
Carl H. Shank, Stix, Baer & Fuller; treasurer, Karl Kneis, 
Stix, Baer & Fuller, the same officers also to act as directors. 

The club was honored by the presence of our very capable 
International President Stensgaard, who gave us a very in- 
spiring talk and made a report on the progress of the I. A. 
D. M. convention to be held at Toronto in June. Short talks 
were made by various members and plans were framed for 
an old-time social stag for March 19. 





PEORIA, ILL. 
Reported by George V. French, Secretary 
Election of officers was one of the features of our last 
dinner meeting held at Ford’s Restaurant on February 9. 
Results of the balloting showed election of E. H. Bates, dis- 
play manager of the Block & Kuhl Co., as president; Sig. 
Englund, of the Schradzki Co., vice- -president ; W. P. York, 


(Continued on page 80) 
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P. K. Sangster, business associate of Les. Osborne, who is 
secretary of the Vancouver, B. C., Display Club, has been ap- 
pointed publicity director for the Pacific Coast Association of 
Display Men. He will begin a sturdy campaign to bring out a 
good attendance at the association’s convention to be held in 
Vancouver this fall. 





Pryce Byrdsley is the present advertising and display man- 
ager for Piggott’s, Inc., operating three furniture stores in 
Bay City, Mich., and one in Saginaw. Mr. Byrdsley recently 
made a trip through New England and the eastern states in 
quest of ideas, and followed this with visits to the furniture 
marts of Grand Rapids and Chicago. 





Charles L. Jones, a member of the DISPLAY WORLD 
editorial advisory board and advertising display manager for 
J. B. Mosby & Co., Richmond, Va., has severed his connections 
with this organization to assume the position of advertising 
and display manager for Rosenstock’s, Petersburg, Va. This 
firm has three stores and is planning to develop into a small 
chain. Jones will have charge of advertising and display 
activities for all these units, making Petersburg his head- 
quarters. - 





Sidney Ring, display manager for Sak’s Fifth Avenue store, 
New York City, will add to his duties supervision of displays 
for Sak’s Herald Square establishment. He succeeds Andrew 
Elder, for many years window chief of the latter unit. Mr. 
Elder has nét announced his plans for the future. 





Wisconsin retail clothiers manifested their interest in good 
windows by securing J. Duncan Williams, director of displays 
for the National Association of Retail Clothiers and Fur- 
nishers, for an illustrated lecture to their convention. The 
address was delivered to an afternoon on February 14, the 
opening day of their state meeting at Milwaukee. 





Charls E. Bailey, for three years display manager for the 
Denton-Ross-Todd store at Lexington, Ky., a unit of the 
Denton chain, has resigned to accept a similar position with 
Miller, Inc., also of Lexington. 





Robert Jones, for fifteen years display manager of Gimbel 
Bros.’ New York unit, has resigned and has been succeeded by 
his former assistant, Harry Stone. Prior to joining Gimbel’s, 
Mr. Jones was with G. Fox & Co., Hartford, Conn. 





G. H. Linstromberg, display manager for C. Thémas Kemp, 
Frederick, Md., turned out a corset display recently which 
won the approval of merchandisers in this line and was repro- 
duced in several trade journals. 





After serving Herpolsheimer’s, Grand Rapids, Mich., with 
distinction for six years, winning many national contests and 
establishing a reputation as one of the foremost windowmen 
in the country, John T. Mackey has resigned to enter the life 
insurance field. He has accepted a contract with the Penn 
Mutual Company, one of the strongest of the “old line” organi- 
zations, and will endeavor to duplicate in his new occupation 
the successes he has gained as a display manager. 





W. Bartikoski has assumed the position of display manager 
for C. W. Klemm, Bloomington, Ill. Mr. Bartikoski was 
formerly connected with the First Street Department Store, 
Duluth, Minn. 





Andrew Murphy: will be display superintendent of the 
new Worcester (Mass.) unit of William Filene Sons Co. 
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J. Duncan Williams and Joseph H. Marshall, of Williams- 
Marshall Displays, 509 S. Franklin St., Chicago, are putting 
on a two weeks’ intensive course in men’s wear display to 
about forty representatives from retail stores who are mem- 
bers of the National Association of Retail Clothiers and Fur- 
nishers. The members of the class come from every point of 
the compass, some making a journey of more than 700 miles 
to take advantage of the instruction under these two men. 
Harold F. Gale, display manager for Baskin, Chicago, 
demonstrated some of his fine ideas in men’s wear display 
before the members of this class. 





Francis H. Norton, formrly display and advertising man- 
ager for Peck-Vinney Co., Syracuse, N. Y., is now in charge 
of the windows of Moore Bros. beautiful clothing store, State 
and Quincy Streets, Chicago, III. 





Robert B. Cox, formerly display manager for C. W. Klemm, 
Inc., Bloomington, Ill., is now on the display staff of Kline’s, 
St. Louis, Mo. 


Winthrop Frye, display manager of William Filene’s Sons 
Co., Boston, Mass., has added charge of basement displays to 
his duties. 

Jack Burger, who has been in charge of displays for the 
Chamberlain Theatre Corporation, Shamokin, Pa., has accepted 
the position of display manager for the R. W. Reichard Co., 
Allentown, Pa. 





Among the seven persons appointed to the window display 
departmental of the Advertising Council of the Chicago Asso- 
ciation of Commerce are: C. E. Johnson, Curtis Lighting, Inc.; 
Joseph Kraus, A, Stein Co., and W. L. Stensgaard, display 
manager for Montgomery-Ward & Co. and president of the 
International Association of Display Men. 

Fred H. Dickson, who succeeded Leslie J. Bell as advertis- 
ing and display manager for Hamilton’s Albany, Ore., reports 
that he has had a great season, handling the firm’s anniversary, 
holiday and January clearance sales. His spring opening was 
scheduled for March 9. 





Complete Sales Plan Plus a Contest 
(Continued from page 11) 


Non-Professional Class.—First, Wm. H. Edstrom, The 
Boxrud Co., Red Wing, Minn; second, John D. White, 
Keiner Stores, Lock Haven, Pa.; third, F. E. Rock, Thediek 
Department Store, Sidney, Ohio; honorable mention, Thomas 
J. Frey, J. D. Van Allen & Son, Clinton, Iowa; George G. 
Stone, C. Kagin & Bro., Frankfort, Ky.; Harry Welch, Rus- 
sell’s Department Store, Altus, Okla.; Payne’s Department 
Store, Clifton Forge, Va.; Paul Fietz, Lischesky D. G. Co., 
Larned, Kansas; D. B. Wentworth, Winship-Beard Co., 
Napa, Cal.; W. W. Mills..Co., Topeka, Kansas, by Miss 
Estelle Wilmoth, Hale & Sons, Waukon, Iowa; S. L. Bu- 
chanan, Specht-Finney Co.; Valparaiso, Ind.; J. M. Super- 
nois, Cayot Merc. Co., Newton, Kansas; Mrs. J. W. Thomp- 
son, The Paris, Sanford, Me.; T. F. Hargis Department 
Store, Pocomoke City, Md.; The Hub, Baltinger, Texas. 


“The windows were judged by Mr. Macabee, display 
manager of the May Company, at Cleveland, who kindly 
offered his services. His importial decisions, we felt, 
carried the. weight of knowledge and experience behind 
them.” : 
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If interested, write at once. 


FOR SALE 
BACKGROUND SCREEN FOR BRIDAL WINDOW 


All or part of seventy-five feet of beautiful plaster background 


screen, made by Botanical Decorating Co. About six feet, six inches 
high. Original cost, $25.00 per foot. Will sell for $6.50 per foot. 


EDWARD FRASER, Display Manager 
The Union Company, 


Columbus, Ohio 








SHOW CARD OUTFITS 


THE SHOWCARDER supplies the inex- 
perienced with the newest up-to-date 
materials in stencil form for lettering 
signs, price tickets, streamers, banners. 
No complicated scaling systems, no un- 
necessary weight. Patented March 16, 
1926. Adopted by leading chain store sys- 
tems to replace cumbersome, old-style 
outfits formerly used. ‘Paid for itself 
many times over.” “Turns out signs as 
good as a professional.” “Easily surpasses 
my old outfit in style and speed.” “I get 
duplicate orders for signs without ever 
asking for them—thanks to my Show- 
= Folder explains everything. Write 
or it. 
SHOWCARDER, INC., 

University at La Salle St. Paul, Minn. 








SALESMEN WANTED 


$3.00 commission on $7.50 Weis- 
ZER colored Spot and Flood 
Lights. Samples furnished, etc. 


WEIS-ZER PRODUCTS 
431 N. Clark St., Chicago, IIl. 


New York Office, 15 W. 31st St. 


POSITION WANTED 
Combination advertising man, dis- 
playman and card writer open for 
proposition. Seven years’ experience 
with some of the largest department 
stores in the south. Can design spe- 
cial backgrounds and do _ fashion 
illustrating; college edtication and 
two years’ study at National Acad- 
emy of Design; state full particulars 
in first letter, also salary; will go 
anywhere with good firm. 


B. RANDOLPH GASQUE 


ROCKINGHAM, N. C. 





Displaymen, Display Services, Salesmen 
and Selling Agencies, we have a very at- 
tractive proposition to offer in the handling 
of our complete line of quality window 
display and store equipment. Further par- 
ticulars and copy of new Catalog “G” upon 
request. The Cincinnati Show Case & 
Display Fixture Works, 232-240 Main St., 
Cincinnati, Ohio. 








Rentals, Repairs, Exchanges, Purchases 
and Sales of Used Display Material in 
Good Condition from the Leading Depart- 
ment Stores of the New York City zone. 


Metropolitan Display Fixture Service 


32 E. 10th St. New York City 
Tel. Styvasent 9910 



































Jersey cloth, 75c pr., $4.25 half doz., $8.00 
doz., postpaid. An elastic band is taped 
and sewed in the top. Patented May 20, 
1924. Fits over any shoe. Order by size 
shoes worn. J. M. WALTERS, Mfr., 220 


South Benton Way, Los Angeles, Calif. QUINCY, 











FOR SALE—WALTERS’ FIT-RITE AND WANTED DISTRIBUTORS WANTED 
STA-ON WINDOW SOCK FOR DECO- ; : . In all of the large cities to handle our 
RATORS.. Made of heavy fleece-lined One aggressive display man in each city leading canvas-covered factory forms. 


to sell the Quincy Line of Window Dis- 
play Fixtures. Liberal commission. 


The Quincy Show Case Works 





Liberal commission to capable men. Forms 
fully guaranteed as to shape and measure- 
ments. List prices on demand. 

S. M. Benjamin Model Form Co. 


ILLINOIS 18 West 2ist St. New York City 


























NEW ART DIRECTOR FOR EINSON-FREEMAN 

Samuel A. Moss has joined the Einson-Freeman Co., 
New York City, lithographers specializing in window dis- 
plays, where he will occupy the position of art director and 
visualizer. He comes to Einson-Freeman from the Lord, 
Thomas & Logan Advertising Agency, where he served in a 
similar capacity. In his new employment he will serve clients 
with new ideas and creative service that should materially 
strengthen the effectiveness of his organization in designing 
productive display material. 





JAMAICA GETS BEHIND EMPIRE DISPLAY MOVE 

Emphasis upon the desirability of British peoples buying 
the products of the home land and her colonies has been 
stressed in windows of the United Kingdom and Ireland. 
Canada and Australia have also had their fling at the sub- 
ject, and now Kingston, Jamaica, capital of the West Indian 
colony, has celebrated an “Empire Shopping Week” that is 
said to have brought out the largest crowds ever seen at in- 
sular mercantile events. 





DEVOTES PAGE TO GRAND RAPIDS DISPLAY 

The importance of ‘window display in modern merchan- 
dising and the high repute of the decorators of his home city 
80 appealed to the editor of the Sunday Herald, Grand Rapids, 
Mich., that he made a feature of the topic in his January 








29th issue, illustrating it with the prize-winning composi- 
tions of John T. Mackey, display manager for Herpol- 
sheimer’s; Jay Rietburg, Boston Store; Harvey Fernamberg, 
of Friedman-Spring’s, and Hervey L. Van Valkenburgh, of 
Steketee’s. 





MERCHANT TO HANDLE BRITISH CONVENTION 

A druggist will have charge of arrangements for the 
next British national display convention. This does not mean 
that the displaymen of. the United Kingdom are losing their 
grip on their own organizations, but rather than the South- 
ampton Dislay Association has picked its vice-president, W. 
J. Fiske, as convention secretary for the gathering, which 
will convene at Southampton next fall. A hard-working, 
enthusiastic supporter of display, he makes full use of its 
possibilities in his local chain of drug stores, and gives his 
time willingly to building up the local display society as a 
means of aiding himself, his employees, and all others in his 
district desiring greater knowledge of the subject. 





SURVEY SALESMEN’S INTEREST IN DISPLAYS 

Belief that salesmen are not sufficiently impressed with 
the value of displays as aids in meeting competition has 
caused the Window Display Advertising Association to 
undertake a survey to determine what methods are used to 
demonstrate to them the value of these materials. 





80 DISPLAY WORLD 








| 
| Index to Advertisements 








ae = nan occas vena 

FEBRUARY, 1928 Page 
Maher =F: 15 ON ain cia 0s S05 55 hn LE eh a BRS 4 
Abkeon: Taplay Berets: 6. cs ocossce eran ioe ee 65 
Associated Men’s Neckwear Industries........... Back Cover 
Recker Gime Teele Toes ois kos 00 cde cncdes See uteeee 63 
RR A IN Gites hats iad eo i PR ee 77 
ee gs CS Cae ae eee eee eerie seat 25 
Se OT KEP R NE BS isis o eo bon dos sno ee eee eeee 2 
Rae TS Somme 2 Sn oe kobe eee 53 
PRION ooo cca ee ton iss cna awcua ream ens eeeteen see 51 
EW AMN SY oso canes bos. Eten cbdase tore naar ceenhy 55 
eee SER Ee 8 5s Se Bs side Saeco koe eee . 8 
ssh GER THORN 10. <0 5. roi os ha Sanoeeeegchatsl- series 77 
CERAM BRE 6.6. Sec coc pois he nb 9 2 eda eet seo ee re 25 
Children’s Day Prom. Committee....... cise eae oe SN oe 
Cincinnntt Wileplay Wire oo. ses decease A Sine 65 
Cincinnati Show Case & Display Fixture Works.......... 49 
Cleveland Window Display Service........................ 65 
Gornell Wood Praiets 09 ones Bo). hs cach coveceeckes 31 
Cette Tree Pre ici sv ck Sa io eeeae Rae 29 
CPE Re oso hah vc Sewn ea dees sams 21 
inSle Beetk ~ Bex eer Sh rennin Gh cease 73 
Derorntive> Gelatin (COs one os he 8) as skein caeeeeeneee 73 
Detroit Selool of Tetberine ss... seen d cas Sawe- scene 55 
Detroit Window Display Service..............00ses0scse00- 65 
Displey Crete Coe xsd: steers inso a ec rte s eee 35 
Donnelly Corps, The Rowen. « « ..s.- cocsiscctcwseeecye panes 65 
Eagle Sign Painters. & Artists Supply Co................ aT 
Enicieney Furniture @ Wie. Ge. . «6... enki eas aedbhistnae 51 
Electric Window Salesman Co. ..... . 6... cacccassancssess cies 37 
Esterbrook Steel Pen Mig: Co... ..... oc cciccccscsenccntacne 71 


Frink Co., Inc., The 


Geod-Act Polyarakt Studios: 56s niga doce cen che tees canes 37 
t 
Le ge Oo gee bly ge as 1 age ae ae ee 65 
Bieawhing Olt: 150s Fe os i aa ie ch ven ce ede 51 
Hoffman Type & Tngraving Co... . .....6..505..0scscispeccecs 55 
Honor Roll of Display Specialists. .......... 606 65 
International Clearing House of N. Y..............0000000 23 
International Register Co., The... .... <6. <ccsessecscccsssee 57 
John Day Co...... deer areal soe at eee ....Back Cover 
RE 0 es hn i ERR GAs ee Bess eee 67 
MRR AOD os aig dick oa ct an hale tod pease eee ee 23 


Rice Display Fiktaré® Con We. oo ees GR sa eumeennres 53 


Oe ger. Dey LY a a eae ene eens Pry pe Ane 27 
Lansha Studios..... : jis pa desde Sec ong Ee RE CRE See 39 
sete Ae ORION isc os sadly iiewus acest bh saaeam rages 55 
Ls air he aes Es os cos bi os ahd coe pee ee 65 
ntisthl abe TOOED. 6.8 icky Se osnsiostaserde reales cae ee 49 
OPED OF SAE PSS een ee Sembee Eat ar 55 
Mendelsohn Textile Corp..... eX soieiens sakig ee ten taka aeee none 53 
Michigan Display Service & Decorating Co................ 65 
Frank Netschert, Inc EE Nee 55 
Ra RE Sse os isos sa poids Ed opting 6 6 oan ee RE 37 
Onli-wa Fixturg Co popag a dwa tales Qos aseeabne come eaeen 63 
SSP DOPERMIEY | TRONS ois cco sph eales save hopeerabe es emaneee 79 
nmin Pi ECS 6 = 458i 8a sk cendec gang eee 

Palmenberg’s Sons, Inc., J Bes cies ....Inside Front Cover 
Paramount Display Service.. ccc ccccccvence 65 
oe Ss Uwe Op PRR? Dene Seenee ee a aime Tet crete 63 
seMector: BH Bilmmiiatimai Toe eas oo as cc ee cans bess eeanee 33 
RPertIORS 900 i 525568 eo Aine eee 35 
PREM OTRO. sss egidcs ssa25sue at eeauhn oun srash Inside Back Cover 
ar da Wa ENN, RR 8 oo soc SUR es i Ca oe SR 75 
RS 2 eae elo ae een) ae ANGE AE yh: 25 
OVERS BOERNE TOOIWIDE «os ocioes cies. cscccndeas toekawereseee 65 
URN REID MDT MG A Shon neve ine cs oe MGs > p SER MR CROCE eRe 65 
Sith ERP Buea ROUNDERS... o5 .cioee ice gies 60g an sikadeacheate 49 
Peer: I Oia 5 5 a oe Sao sep waar wa ease 77 
RRR. Sie Es 5c oss bc nab RRs xd ood se ee cw ee 65 
TAM OTIRCE DOT eR eh eso oc ahs Faia eee 61 
De EES Bye 9355 5 588 Oe sh wri ide ek de ee 61 
oe Se eee Rene Sri APRN Sear Spat aye 37 
Witmer Display TOV ERE oso ook icc eines oso wale bda Sooo w sabes 65 
Wy CURES DOSER SUOTIOR oon 5c 8 6 oe ors 8s asic nd Siok pnd ebeee 65 
Window Display Installation Bureau................... 44, 45 











March, 1928 


Display Club Chronicles 


(Continued from page 77) 


head of the Peoria Display Co., treasurer, and the writer as 
secretary. 

Committees were appointed to make plans for the annual 
convention of the Central Illinois Displaymen’s convention, 
which is to be held here April 5. 

Committees were chosen for the state meet as follows: 
George Holtke, arrangement; Sig. Englund, finance; W. P. 
York, publicity; C. J. Kelly, entertainment; L. Puester, re- 
ception; Dan Hansen, education; Bill Allonby, decoration. 





SAN FRANCISCO ; 
Reported by Harold A .Nelson, Publicity Manager 

“The Days of ’49” was the name selected by the San 
Francisco Association of Display Men for their next frolic 
to be given April 10 at the California Hall. The entire hall 
is to be made over into an old-time California mining town. 
Twenty of the San Francisco boys are hard at work making 
a large set of a street scene, door fronts of a black-barred 
saloon, and the Royal Dance Hall, Levy’s General Mer- 
chandise Store, and “The Horse Shoer’s Shop.” 

Script will be used for cash, this script being marked 
“one buck” and costing 10 cents. This will buy anything and 
everything in the camp. 

The dance hall opens from the street and fifty pretty 
dance hall girls will see that the rough-and-ready pioneers 
are well taken care of. 

To insure a large sale of script by the club members the 
association voted to offer a round-trip ticket “or its equal in 
cash” to the P. C. A. D. M. convention at Vancouver: this 
year to the one selling the largest amount of script up to and 
‘including April 10 at 12 p.m. 

Ed Lysgaard heads the committee in charge, being aided 
by William H. Sanford, R. L. Treece, H. D. Nickle, S. E. 
Olson, H. A. Nelson, W. W. Rowley, M. Bornstein, E. Q. 
Wilson and A. Chernoff. 

Fred Gross, past president of the S. F. A. D. M. and past 
president of the P. C. A. D. M., and Miss Irene McKay were 
married February 10, 1928. Fred, as the boys call him, has 
been one of the hardest workers for the association in San 
Francisco and it has been largely through his untiring 
efforts that San Francisco has now the club it has. 

The club received a hard blow when Fred announced that 
he was leaving the display profession and is now connected 
with Dinah’s Shack in Palo Alto. However, Fred knows 
that the boys of San Francisco are behind him 100 per cent 
and wish him and his bride all the luck in the world in their 
new venture, and at its monthly meeting the club voted to 
make Gross an honorary life member. 

Mrs. Gross will be remembered for her work in the P. C. 
A. D. M. convention in San Francisco last July. She worked 
untiringly in the first hard days of registering at the con- 
vention. 





ST. PAUL, MINN. 
Reported by Ray D. Ullom, Secretary 

The activities of this club will be resumed again soon 
now that the January sale promotions are over. Some very 
effective displays for these sales were installed. The Golden 
Rule department store used “futuristic” panels in the back- 
ground of their white sale displays, the panels being done in 
black, white and gray, giving them an unusual touch. And 
for their furniture sale they used solid background sets done 
modernistic of very bright colors, using gold and silver as 
neutrals. These colorful settings enhanced the beauty of the 
woods in the furniture suites shown. 

A. G. Munro, of Schuneman & Manheimer’s, has com- 
pleted his windows for the opening of their anniversary sale. 
Treating the permanent walnut back with unusual black and 
white modernistic panels, Mr. Munro took advantage of the 
vogue. He has used it frequently of late, sometimes in 4 
decorative scheme and sometimes in the manner in which 
the merchandise is shown. His displays are always very 
high class. 
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TRADE-MARK REGISTERED: 





THOSE FADED, DRAB LOOKING WINDOW RUGS, CARPETS, VALANCES, VELOURS, 
DRAPES, MATS, FLOWERS é6satisfaction guaranteed or money refunded) MAKE THEM BRIGHT AND 
ATTRACTIVE, COLORS AS FAST AS THE FINEST ORIENTALS. 


Here is a new, scientific discovery that makes it pos- 
sible for you to recolor your faded and worn window 


rugs, velours, valances, mats and draperies. 
Do it tonight, use them tomorrow. 


time and expense. 


Saves 


Anyone can do it, and in a remarkably short time; no 
experience necessary. Have the store porter give you 


a helping hand. 


You do not need to take them out of the window. Just 
brush it on, using an ordinary scrub brush for carpets 


and a paint brush for velours. 


By simply brushing 


Rug-Nu into the pile you get a beautiful, permanent, 
absolutely sunfast, fade-proof color, without boiling 


or dipping. 





Trade-Mark Registered 


Corporation 


6 West Randolph St. room 4s Chicago, Ill. 


Rug-Nu Is Easy to Use and Worth Using 


One pint bottle is sufficient for twenty (20) square 


yards. 


The price is $3.50 per pint; $36.00 per dozen, 


plus postage. Your selection of twelve beautiful colors: 
Black, blue brown, gray, green, mulberry, red, rose, 
taupe, violet, wisteria, yellow. 


Transparent, does not obliterate the original design; 
can be used on figured carpets, upholstery, etc. 


«===Mail This Coupon Today for Sample---. 


Rug-Nu Corporation, 


6 West Randolph St., Room 408, Chicago, Ill. 


Please send generous sample RUG-NU...................... 
color, with complete instructions how to apply. 
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SERVICE BUREAU 


The DISPLAY WORLD will be glad to supply the 
latest authentic information about anything in the dis- 


play line in which you are interested. 


If you do not 


find your needs listed on this blank, write a separate 


letter. 


If we do not have the information you want 


on file, we'll find out for you. 


(] Air Brushes 

(] Animated Signs 

_] Art Prints and 

_ Reproductions 

_] Artificial Flowers 

] Artificial Snow 

| Art Screens 

(] Art Studies 

_] Backgrounds 

_] Background Coverings 
_] Books on Cardwriting 
“} Books on Display 

_] Books on Draping 

|] Booths and Floats 

|] Brushes and Pens 

(] Cabinets—Revolving 





() Card & Mat Board 

C) Card Writers’ Materials 

(] Cash Carriers 

(1) Chairs and Seats 

(] Color Lighting 

(] Counters and Shelving 

(] Crepe Papers 

[] Decalcomania 

(] Decorative Papers 

(1) Display Furniture 

1) Display Forms 

L] Display Racks 

L] Dividers—Show 
Window 

(1) Drawings and Paintings 

(10 Drawing Boards 


_] Exhibit Displays 

(0 Fabrics and Trimmings 

_] Fixtures 

(1) Flags and Banners 

_) Hammers—Window 

() Lamp Coloring 

1) Lithographed Displays 

(J Lighting and Equipment 

C) Natural Foliage 

1] Pageants and Exhibits 

(1) Papier Mache 
Specialties 

(1) Plaques (Window) 

(1 Plastic and Composi- 
tion Pieces 

[1] Plushes and Velours 

[1] Price Cards and Tickets 

[1] Price Ticket Holders 

1) Reflectors 

CL) Revolving Display 
Tables 

OO Screens (Background) 

(] Socks—Window 

C1] Show Cards 

[] Show Card Schools 


NE Ti ekiiwsscidiibsinwmmiteenleticdin 
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_] Show Card Service 

() Show Card Supplies 

[) Show Cases 

| Show Case Lighting 

C) Signs and Card Holders 

() Signs—Brass and 
Bronze 

(1) Signs—Electric 

(] Signs—Wood Letter 

[1] Stencil Outfits 

(] Stock Posters 

1) Store Designing 

[] Store Fronts 

_] Time Switches 

(] Valances 

L) Wall Board 

(] Wax Forms and Figures 

C) Wickerware Specialties 

_}] Window Display Service 

(1 Window Drapes 

C) Window Lighting 

[1] Window Shades 

[] Window Trimming 
Schools 

[] Wood Carvings 


Mail to THE DISPLAY WORLD, Cincinnati, Ohio 
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WIs DOW. DISPLAY — 
ADVERTISING | 


The first complete, “practical ‘ane e 


If you are interested in selling through stores—whether you are 
a manufacturer, jobber, retailer, salesnian, advertising man or 
student, here is common sense help and guidance for increas- 
ing sales, by the acknowledged oe on window displays. 





authentic book on the subject. 


‘By CARL PEREY 


HEN a hundred millions are spent yearly for window display maturial it is 
time to eliminate guess-work in the use of these materials.: Window display 
is an advertising medium the power of which cannot be denied. Yet strangely it’is 
little understood. Marked advances have been made during the past years and 
thorough research is constantly making the art of display more systematic and 
practical. But until now nq one has tried to present the facts gathered from research 


in a form useful to the individual. Such ‘is ease purpose of this book. ' 

















Do You Know : 


The selling power of 
display? 

The “circulation” of a: 
display? Fo 

How the retailer feels © 
about it? 








The New York Times says: 


“Mr. Carl Percy has discovered along- 
felt want and has proceeded to pro- 
vide it—exceedingly well. Those who 
read this carefully collected data will | 
_ adopt the guidance his experience 
and research enable him to offer.” 














Here is a keen, sound analysis of the numerous problems 
that enter into the making of a successful display caim- 


others. 


paign, written by the leading authority on the.subject... . 


Since 1906 Carl Percy has specialized in retail store dis- 
play advertising. He has been chairman of the research 


committee of the Window Display Advertising Asso-— 


ciation, and has conducted exhaustive tests in every 
section of the country. Some of the subjects covered, in 
this book are: Circulation value of. store windows, 
manufacturer and retailer coopefation, fitting the dis- 
play to'the sales problem, how to create ideas,- distri- 


$3.50 at all bookstores or from 


THE JOHN DAY COMPA 


NY; INC. 


~~ 


Can You Tell . 


How to use color and 
lightto best advantage? - 


How to distribute diss. - 


play: material? 


Howthesalesinan should 


“*sell’’ it? - 


biition methods, testing display influence, and many 


Phiddoigeaills of successful and typical diendiiy’s are 
.closely related to the text. The aims of-this book are to 
-interest manufacturers, traveling salesmen,, advertising 
agencies ‘and retail merchants—to give them a better 
understanding of a medium they. dare not reject and to 
establish its relation to other forms of advértising in 
cost productiveness and practicability. A book that 
pays for itself over and over. bor 


25 West 45th Street «~ New. York. 
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